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“Fight telecast,” reports ADVER- 
 TISING AGE, “gives video its biggest 
build-up.” 

And boxing its biggest black 
eye? 
. yy | ¥ 

Martinson’s coffee, the story 
Says, capitalizes on an idea from 
Frederick Wakeman’s “The Huck- 
‘sters.” 

Who gets the 15%? 


Y F. 


Newspaper ads for Burma-Vita, 
new tooth powder, contain panels 
- that look very much like roadside 
signs. And, by a strange coinci- 
dence, very much like Burma- 
Shave roadside signs. 


Ve Vv 


Society pages in newspapers, 
says the Detroit Free Press, are 
as essential as the weather report. 

To high fliers at all levels, you 
mean? 

7, FF 


The Filcron oil filter traps 
“minute fragments of abrasive 
particles as small as .000039 of an 
inch in size.” 

It’s harder to trap the atom. 


> @ 2 


Gladys the beautiful receptionist 
says things must be getting back 
to normal, media are starting to 
talk about their coupon and box 
top pull again. 


yy we? 


The dollar haircut now seems 
to be pretty well established in 
many parts of the country, and 
the safety razor manufacturers are 
no doubt researching a kindred 
market opportunity. 


; ed 


Paul Willis says the dollar vol- 
ume of grocery sales has doubled 
since 1939, from $10 to $20 billion. 

Maybe stomachs are more elas- 
tic than the trade economists 
thought. 


=o 


The Bureau of Agricultural 
Economics says that in 1945 10% 
of the people did 35% of the 
saving. . 

We’ve just got to get more piggy 
banks into circulation. 


— 


Under current conditions the 
baker’s dozen is out, but if you’re 
a druggist you can get two dozen 
free units of Pinex cough syrup 
by purchasing twelve dozen units. 


7 ¥ 


Production of beverage spirits 
may ultimately become merely in- 
cidental to the processing of grains 
by the distilling industry, remarks 
Gen. Frank Schwengel. 

But not too incidental, its loyal 
admirers hope. 


, =: ¥ 


A 20% drop in industrial vita- 
min sales in 1945 was attributed 
by Drug Topics to elimination of 
cost-plus war contracts. 

Maybe they’re just what the lag- 
ging incentive system needs. 

vvwy 


The world situation may have 
you a bit worried, but after all, 
with Joe DiMaggio hitting them 
over the fence again, things can’t 
be quite as bad as you feared. 

Copy Cus. 


CLEANERS INTRODUCED—Test copy for two new cleaners, Glim and Boon, 
includes these two newspaper advertisements. General Aniline & Film Corp. is 
entering the field with Glim, while Boon is produced by the maker of Clorox. 


Wets Gird for Battle; 
Dry Forces May Unite 


Beverage Group Plans 
Widespread Program 
to Combat 'Lies' 


New York, June 27.—As reports 
spread this week that the Dry 
forces might unify their multi- 
million-dollar propaganda efforts 
to win prohibition in the wet two- 
thirds of the nation’s 3,070 coun- 
ties, the newly-organized Licensed 
Beverage Industries, Inc., laid the 
foundation for a widespread pub- 
lic relations and advertising pro- 
gram. 

LBI was formed as a merger of 
the Conference of Alcoholic Bev- 
erage Industries, representing most 
of the major distillers, and Allied 
Liquor Industries, dominated by 
Schenley. It is the spokesman for 
all licensees — producers, import- 
ers, wholesalers, brokers and re- 
tailers—in the liquor and wine in- 
dustries. 

Still absent from LBI is the 
brewing industry, which conducts 
its own “moderation” program 
through United States Brewers’ 
Foundation. 


Includes Veteran Crusaders 

The Drys’ united front would 
embrace such seasoned crusaders 
as the Anti-Saloon League, Ameri- 
can Business Men’s Research 
Foundation, Methodist Board of 
Temperance and Morals, and the 
Women’s Christian Temperance 
Union. A leading Washington 
legal firm is said to have been 
named to organize it. 

In LBI the larger distillers and 

(Continued on Page 60) 


Amusin’, maybe 
confusin’. Ad-libber’s 
quips are good reading. 
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Form Battle Lines 
in Fight on CAB 
Air Freight Rules 


Established Lines 
Enjoy Favoritism, 
New Groups Charge 


New York, June 27.—The fight 
for position in the small, but po- 
tentially enormous air freight 
business moved into high gear this 
week, in the wake of vigorous pro- 
motion of freight business by 
American Airlines and other pas- 
senger lines, 

In a full page in Monday’s 
Times, which may subsequently be 

(Continued on Page 61) 


‘Glim’ and ‘Boon’, 
New Cleaners, 
Hit Test Markets 


New York, June 26.—Consum- 
ers in test areas are being intro- 
duced this week to two new clean- 
ers—“Glim,” a liquid soapless 
cleaner for kitchen use, and 
“Boon,” household cleaner being 
marketed by the maker of Clorox. 
General Aniline & Film Cor- 
poration is giving Glim its prelim- 
inary testing in a limited area. 
Ads in the Gazette, Kalamazoo, 
Mich., placed by Doherty, Clifford 
& Shenfield, New York, describe 
the product as a wartime develop- 
ment, as a better cleansing agent 
than soap, and as highly econom- 
ical. A thimble-full is claimed 
sufficient for cleaning dinner 
dishes. ; 

The product, it is believed, is 
made by the General Aniline 
Works division. Samples have 
been placed in various markets 
with offices of the Ansco and Oza- 
lid divisions of the giant commer- 
cial solvents manufacturer, but it 
is said these divisions will not dis- 
tribute Glim. Young & Rubicam 
is the agency for Ansco film, etc., 
and Ozalid whiteprint machines, 
sensitized papers and other prod- 
ucts. The General Aniline Works 
division previously has made a 
soap substitute, Igepon, and other 
commercial solvents. 

Clorox Chemical Company, Oak- 
land, Cal., opened an introductory 
campaign this week for Boon with 
two-color, 1,000 and 500-line ad- 
vertisements in the Bay area and 
other major markets throughout 
the country. National trade publi- 
cations will be used in July. 

Boon, the ads say, “wipes away 
dirt and grease without hard rub- 
bing,” and without harm to paint 
or hands. It is recommended for 
painted walls and woodwork, 
venetian blinds, painted furniture, 
linoleum, kitchens, fireplace 
fronts and automobiles. Dealers 
are being supplied with the prod- 
uct in quart and half-gallon sizes. 

Honig-Cooper Company, San 


Francisco, is the agency. 


Last Minute News Flashes 


United Distillers to Expand Advertising 

New York, June 28.—United Distillers of America, Inc., through 
Gerald Lesser, Inc., is preparing full-color copy for fall issues of news- 
papers and business publications to promote Roamer blended whisky, 
and may expand advertising to magazines, car cards, outdoor posters. 
Current advertising includes small-space newspaper insertions pro- 
moting the company’s six brands—Roamer, Cooperage, BPR, Paul 
Revere, Jesse Moore, and Buckingham Scotch—and an institutional 
business paper campaign of color pages, which also features several 


of the brand names, 


Garrison Agency Opens New Grand Rapids Office 

Chicago, June 28.—W. W. Garrison & Co., with headquarters here, 
will open a Grand Rapids, Mich., office July 1, in charge of George A. 
Baldwin, in the Goodspeed building, 190-192 Monroe Ave., N. W. Be- 
fore joining Garrison, Mr. Baldwin was active in Grand Rapids ad- 
vertising circles and served with Lord & Thomas and Libby-Owens- 


Ford Glass Company. 


Ice Industries Campaign to Be Extended 

Chicago, June 28.—Directors of National Association of Ice Indus- 
tries voted here yesterday to continue advertising at a $750,000 clip 
next year, with present themes and media retained, and considerable 


expansion in business papers. 
agency. 


Donahue & Coe, New York, is the 


Leopold Heads Federal Copy Department 
New York, June 28,— Joseph Leopold, formerly manager of the 
copy department of Compton Advertising, has been appointed vice- 
president and copy director of Federal Advertising Agency. 
(Additional News Flashes on Page 60) 


Okay $21,100,000 
Ad Drive to Spur 
War Surplus Sales - 


Radio Advertising 
to Get $646,000; 
F&S&R Is Agency 


Washington, June 26.—The 
House appropriations committee 
today gave its approval to a $21,- 
100,000 advertising program for 
the War Assets Administration to 
spark “a genuine sales drive” for 
the disposal of war surplus prop- 
erty. : 

Of the $21,100,000 covering di- 
rect and indirect expenses of the 
advertising program, $8,000,000 
would be earmarked for news- 
paper, radio and periodical ad- 
vertising, an additional $8,000,000 
would be used for catalogs, list- 
ings, brochures and direct mail, 
and the remaining $5,100,000 
would be pro-rated for personnel 
and extraordinary expense.’ 


Radio Would Get $646,000 


The budget specifies $646,324 for 
radio advertising, including 3,300 
spot announcements at a cost of 

(Continued on Page 59) 


Four Top R&R Men 
Form Agency, Get 
Noxzema, Smith 


New York, June 27.—Four key 
executives of Ruthrauff & Ryan 
have resigned to form Sullivan, 
Stauffer & Bayles, 270 Park Ave., 
and will probably begin operations 
in July with a reported $2,000,- 
000 in billings from two accounts 
—Noxzema Chemical Company, 
Baltimore, and Smith Bros., 
Poughkeepsie, N. Y., both now 
R&R clients. 

The four are Raymond F. Sul- 
livan, formerly vice-president of 
R&R; Donald D. Stauffer, formerly 
vice-president and co-director of 
radio and wartime head of the 
OWI radio division; S. Heagan 
Bayles, co-radio director with Mr. 
Stauffer, and John P. Cohane, 
vice-president and account ex- 
ecutive on American Home Prod- 
ucts. 

A fifth member will be an ex- 
pert in printed media. 


American Home Affected? 


The change has hit R&R’s radio 
department hardest, with the res- 
ignation of its two principal radio 
executives. It has also put some 
of R&R’s clients, notably American 
Home Foods, in an _ equivocal 
position. American Home’s G. 
Washington coffee will begin a 
new program, “Surprise Party,” 
July 2 on CBS through R&R. All 
four members of the new agency 
were active on the account and 
Mr. Stauffer and Mr. Bayles were 
key executives on the show. 
Within the next two weeks, a top 
executive told AA, American 
Home will probably decide 
whether to switch its account to 
the new agency and forego R&R’s 
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extensive facilities, including a 
Hollywood production staff to 
originate the show, or to remain 
at R&R and f orego the services of 
the two key executives who had 
a large part in planning the show. 

R&R has appointed Merritt W. 
Barnum and Willson Tuttle as co- 
directors of radio. Mr. Barnum 
joined the agency in 1937 as super- 
visor of night-time programs, was 
deputy chief of OWI during the 
war, and has been in charge of 
programs at R&R since. Mr. Tuttle 
joined the agency as a producer 
in 1938 and has been in charge 
of talent for three years. He for- 
merly headed the New York office 
of the A. & S. Lyons talent agency. 

Other accounts which the new 
agency may handle are still un- 
certain. Mr. Sullivan worked on 
various American Home products 
and on Noxzema, Smith Bros., 
DL&W Coal Company’s Blue coal 
and Lever Brother’s Spry. Mr. 
Stauffer was a founder of Young 
& Rubicam’s radio department and 
is said to have been instrumental 
in building the Jack Benny show. 


That show is now handled by R&R 
for American Tobacco Company. 
Members of the agency, how- 
ever, stressed the fact that they 
are not soliciting any R&R ac- 
counts, and do not intend to. 


Bauer Succeeds Christian 


W. R. Christian has resigned as 
sales manager of Station WSAI, 
Cincinnati, to join the Frederick 
W. Ziv Organization as territorial 
representative in the Washington- 
Baltimore area. E. K. Bauer, 
comptroller of WSAI, has been 
named assistant to the general 
manager, with supervision of the 
station’s business affairs and of 
sales activities. 


Appoints Ad Chiefs 
Brunswick Drug Company, Los 
Angeles, has appointed William H. 
Wood, formerly production man- 
ager of the Los Angeles office of 
Batten, Barton, Durstine & Os- 
born, as advertising manager. 
John Paley, formerly West Coast 
advertising and sales manager for 
Associated Electronics Corpora- 
tion, New York, has been named 
assistant advertising manager. 


Bristol-Myers 
Ends Cantor Deal, 
Shifts Air Shows 


New York, June 26.—Bristol- 
Myers Company will put a new 
show, yet to be announced, on the 
ABC network in the fall to re- 
place the Allan Young Show, 
which will be shifted to NBC, it 
was disclosed this week. 

J. M. Allen, B-M advertising 
manager, announced a realignment 
of the company’s radio shows for 
next season following announce- 
ment in Hollywood during the 
weekend that the radio contract 
between Eddie Cantor, Bristol- 
Myers and Young & Rubicam was 
terminated June 21, by mutual 
consent. 

Mr. Cantor, who was practically 
an institution with B-M, some 
weeks ago signed with Pabst 
Sales Company to take over the 
Danny Kaye spot on CBS (Fri- 
day, 10-10:30 p.m.) starting in 
September 1947 (AA, May 6). 


B-M’s realignment of shows for 
the fall calls for Ed Gardner’s 
“Duffy’s Tavern” to move into the 
old Cantor spot on NBC, 
Wednesdays 9-9:30 p.m.; “Mr. Dis- 
trict Attorney” to return to its 
NBC slot Wednesdays 9:30-10 
p.m., and the Allan Young Show 
to take over the Friday 8:30-9 
p.m. time on NBC vacated by 
“Duffy’s Tavern.” 

B-M will introduce a new show 
on ABC Fridays 9-9:30 p.m., 
when the Young show formerly 
was heard. 

Young & Rubicam is agency for 
all of the shows. 


Amundson to Parry 

William M. Amundson, former 
news director of Station KWK, St. 
Louis, has joined Thomas W. 
Parry & Associates, St. Louis pub- 
lic relations counsel. 


To Owen & Chappell 


Larry Stevens, formerly a pub- 
lic relations counselor, has joined 
Owen & Chappell, New York 
agency, in charge of public rela- 
tions and publicity. 


Why Didn’t They Listen 


... to Dr. Fleming? 


When Professor Alexander Fleming discovered peni- 
cillin, he believed it would be an effective antibacterial 
agent ...a wonderful drug for open wounds .. . to 
prevent human infections .. . 


That was in 1929... then for ten years Dr. Fleming's 
suggestions lay dormant... WHY? 


Well, nobody knows exactly ... it probably happened 
because the medical world wasn't impressed with what 
it was told about the possibilities of penicillin—which 
we now call the Wonder Drug... 


Most advertising men know that if you want the world 
to listen . .. you must tell your story effectively and 
to the right audience... 


For over 20 years EL 


FARMACEUTICO has been 


telling Latin American pharmacists and other key im- 
porters and buyers about U. S. pharmaceuticals and 


allied products. 


When you tell an effective export sales story to the 
people who read EL FARMACEUTICO, you tell it to 
those who actually buy pharmaceuticals, cosmetics, 
toiletries and allied products, as well as those who 
influence purchases made by others. 


BUSINESS PUBLISHERS 


New York ®@ Philadelphia 


@ Boston 


Photo by E. R. Squibb & Sons, Inc. 


INTERNATIONAL CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


@ Cleveland ® Chicago 


@ Detroit 


San Francisco ® Los Angeles ® Atlanta ® Washington @ Buenos Aires ® Mexico City 
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P&G Cancels 


"Woman’ Serial 


New York, June 26.—Procter & 
Gamble, which grabbed the “Big 
Sister” soap opera after it was 
dropped by Lever Bros. last month 
(AA, May 22), cut one of its 
other daytime serials off the list 
this week. 

Dropped, at a saving to P&G’s 
radio budget of probably $750,- 
000, was “Woman of America,” 
heard on the full NBC network 
for Spic & Span soap Mondays 
through Fridays at 3 p.m., EDT. 
Agency for the serial was Dancer- 
Fitzgerald-Sample. 

Into the NBC slot to replace 
“Woman of America” starting 
Monday went P&G’s “Life Can Be 
Beautiful,” which has been a CBS 
network daytime feature (Mon- 
days through Fridays, 1-1:15 p.m.) 
for a number of years. The show 
also changed agencies, going from 
Compton Advertising to Dancer- 
Fitzgerald-Sample, and now plugs 
Spic & Span instead of Ivory 
Soap. 

The move was a homecoming 
for “Life Can Be Beautiful,” which 
originated on NBC in 1938 and 
was heard on that network until 
April, 1941. 

“Big Sister,” handled by Comp- 
ton, went into the CBS spot va- 
cated by “Life Can Be Beautiful.” 


Classified Ad Managers 
Reelect Cummings 


At its 26th annual convention 
in Boston last week, the Associa- 
tion of Newspaper Classified Ad- 
vertising Managers reelected Les- 
lie J. Cummings, Vancouver Daily 
Province, president, and elected 
the following to serve with him: 
Herbert W. Tushingham, Camden 
Courier-Post, first vice-president 
and editor of the “Classified Jour- 
nal,” official publication; Charles 
W. Horn, Los Angeles Examiner, 
second vice-president and chair- 
man of the membership commit- 
tee; James H. Shelp, Houston 
Chronicle, secretary, and Fred R. 
Ellis, Ann Arbor News, treasurer: 


New directors include Corwin C.* 


Armstrong, New York Post; John 
R. Copeland, Minneapolis Star- 
Journal, and Gaines Kelly, News, 
Greensboro, N. C. 


Photo-Engravers Plan 


to Melt Silver Dollars 


The Photo - Engraving Board of 
Trade, New York, said last week 
that in six days many of the 139 
photo-engraving and gravure com- 
panies in New York will begin 
melting silver dollars to extract 
silver salts. W. Arthur Cole, man- 
aging director of the association, 
said melting the coins is not illegal, 
and that the Treasury Department 
has ruled to that effect. 

Upon receipt of the Treasury 
ruling, the association discovered 
that after extraction of the copper 
content, silver nitrate salts will 
cost about 75 cents an ounce, com- 
pared to the current 47-cent price. 


Paper is scarce and valuable 
... avoid hoarding and waste, 


Conilined 
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AT LEADING PAPER MERCHANTS — 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 


' 


eee 


i 


= 


a | 


" 


. shoe a ae es ie ie sors Psi AL te = a Naima cried deca ee) ‘ — se ee. ‘ i ae rat rps tgt ee , * oe x Fe = . tk " PRET COS a 
NS ; f - ie ‘ Mee 2 ae Ber ko nhs Meh cs 2 RN LS as Fes Sec e RES _ 
—e CU 7 > ae a : ; ‘ : = Sai oe : ~ rere ay ee 
fo Ay . Nias suai iiiale, ae 
a } : oe i TE n : : — — 
_ 
| 
' 
} 
| ft 
oe racine abe Wil 
| 
: ee 
f . ——————— 
a 
Fe ee | 
= a a RR RRS A RR A RR NR RN A RR 
rs 
a 
= 
7 
- 
a } 
* canestenpnneaninnennsnant 
idl ‘ 
| | Po 
: 
is 4 
Pence : 
i N 
; } 
ifn i 
& 
mee 
oe ‘ 
| 3 
aa 
Beh 
a: 
aa 
a: 
ihe y 
er; 
:: Lae 
a PY 
: 2 PRR Ra ae ss ° ee: | ES meses Seer EE 
pa ig ati sii sd ; ’ en ee 
} Wa: a. a a Sm = Saee  e 
i Z tee : 5 Beer: a Pe 
a : % ; ‘cniecamallual hs 
: Come eee we : eS Pr. 
ee ‘ *¥ iiss: am i 
- lia eae Pt ‘ . ‘ 
Be BB... me 3 4 3 E 3 
tes. CS ie yo . ne é 
a penis . roe oe 
; Hg e + : Se 
. 74+ = - we % : 
a . ee j & : t a 
: 2 sae ae a ae — 2 sins ‘ pes ¥. capi 
in " ge q se % J 
. “ uae ge ¢ 3 7 Se 
¥ ; Se: ‘1 = * - 
ae . = & ie. j “a ee ae 
me + ae j = 4 Ws Re ee a oe ee 
2 ae - ie . F: eS . # ee ee ae F ae 
: gael .~_ . aes Seer Fs oe 
ees 4 i . ee Bi Te 3 CE 
; ae 34...) Cle on > oe \ 
bis wh ee OC A 
= » RE pe ee ee a ae CS ot a oe Sam Ee Sa Z 
2 2» 8 eae aE Be ee oe a Se eee ee a g 
i. 5 ae Bee * se a fe Fe 
aes agen ate: - he er 2 ' £257 fF 2 
ee e: a es oe : eS ee 7“ - 
ny : Le a aa oe ee os 
me Ba ey sia re —_—_—— 
sa ie ee Be tgs eg ; by Oe ae 
(eu F a eS oe F : SO ae = % — a aeenneeeenenEAnasaanenaanina 
an 4 aig 8 FE . set gun ae : Shee Lo a _ | 
Sa ——e i: Fan ™ ; By aa = ™ ee Bis oe EE 
ee < MES i a Se . —Te oe Bees corm ee Fee Seen 
ss oT oe ame bes Bee i a ee, & 8 ——————_—_—_—_—_—_—_—_—_—_—=_—_—_—— 
: Es elle a _—$—————————————————————————+ 
% ce * i ee BAA tae et ee ad Be i, ee “3 § Sage eae ; 
ad es. Bes ae be os ae waite ee pi ee ee gee 
aie Ame ‘ ae sl : ay oe 
pk we Ss F ae ; > Ps os 
ie Pi : ee es = ge 
fe a OR es ee a PONE gam 
ae ie aes ee a Ee ape ee 
ier 
“ AN AO RENE I STEERS TMB 
2 ; 
lin ee ce : 
ee ee ee ? 
_ 
bgt 1 : ‘ , 3 he ta ee is cot F, = s pire) *e : 7 Wes “ae i Ree Bs ie Pi : i ae vA “iene . 
~*s he e ” ‘ i “ - Wied S p as - ¥ 
2 4 fr if : ‘e” % 3 ¥ ca - *« e c 


8 


IKE so many of DOMESTIC ENGINEERING’s editorial projects, 
the “Cease Firing .. . by Hand” program was conceived to further the interests 
of Domestic Engineering Dealers and, through them, the manufacturer of prod- 
ucts having an application to the Domestic Engineering Market. 

More than a slogan, “Cease Firing . .. by Hand” is the keynote of a powerfully 
effective promotional effort which DOMESTIC ENGINEERING is placing at 
the disposal of its broad audience of contractor-dealers. 

To manufacturers of equipment essential to automatic heat and air condition- 
ing the broad use of DOMESTIC ENGINEERING’s “Cease Firing . . . by Hand” 


window posters and similar display material means greater acceptance of their 


*This display poster features the central theme of just one more of DOMESTIC 
ENGINEERING’S industry-wide promotiowal campaigns for its readers and adver- 
tisers. 


5 Times a Winner 


... BY HAND” 


.. .WHAT THIS EDITORIAL 
PROGRAM MEANS 


TO You / 


products. More than that, it means more sales at the points where automatic 
heat and air conditioning sales originate . . . in the establishments of Domestic 
Engineering Dealers. 

To these manufacturers this program demonstrates, once again, the aggres- 
siveness of Domestic Engineering Dealers as merchandisers. As with this pro- 
motional program, these dealers are dependent upon the pages of DOMESTIC 
ENGINEERING and other services of the DOMESTIC ENGINEERING organi- 
That’s one more reason why DOMESTIC 
ENGINEERING offers manufacturers their most effective means for reaching 


zation for their guidance. 


their best potential outlets. 


1939, 1942, 1943, 1944 and 1945! Five 
DOMESTIC ENGINEERING has 


won top awards for outstanding editorial 


times 


achievement in competition with 400 of 


the nation’s leading business publications. 
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Campbell Soup 
Advances Five: 
Jones Now V.P. 


Camden, N. J., June 27.—Arthur 
C. Dorrance, president of the 
Campbell Soup Company, has an- 
nounced the promotion of five ex- 
ecutives in a realignment of func- 
tions, effective July 1. 

Harry F. Jones, for many years 


NEW CLOSING DATE 


On Advertising 
Immediately. 


Final closing, noon 
Thursday in Chicago, 
eleven days preced- 
ing date of issue. 


Advertising Age 


advertising manager, becomes 
vice-president in charge of dis- 
tribution. James McGowan Jr., 
long active in the company’s 
manufacturing and product de- 
velopment activities, is now vice- 
president in charge of research 
and development. John M. Hoerle 
is advanced from production man- 
ager to vice-president in charge 
of production. Frank E. Robb, 
general purchasing agent, is named 
vice-president in charge of pro- 
curement. 

Oliver G. Willits continues as 
vice-president and assistant to the 
president, and W. B. Murphy is 
advanced from assistant general 
manager to executive assistant to 
the president. 


Renames Jones Agency 


Sweets Company of America, 
whose account was _ formerly 
handled by Ivey & Ellington, has 
named Duane Jones Company, 
New York, as its agency. The com- 
pany makes Tootsie Rolls and 
other candies, and was a Jones 
account before switching to Ivey 
& Ellington. 


‘Ad Association 
of West’ Emerges 
at Spokane Confab 


Spokane, Wash., June 27.—A 
new name—the Advertising Asso- 
ciation of the West—was adopted 
by members of the Pacific Adver- 
tising Association at the group’s 
43rd annual convention here this 
week. 

In addition, Canadian admen 
won formal representation in the 
association with approval, at 
Wednesday’s business session, of 
formation of a new, sixth district 
embracing British Columbia, Al- 
berta, Saskatchewan and Manitoba. 
At the same _ session, Vernon 
Churchill, assistant to the pub- 
lisher of the Oregon Journal, Port- 
land, was elected president of the 
association. 

New threats to advertising were 


aired by Justin Miller, president 
of the National Association of 
Broadcasters, who warned that 
“our gravest problem, and one 
which requires direct action upon 
our part, is the preservation of 
ideas within the U. S.” 


Sees a Paradox 


“The paradox is that we should 
be championing complete freedom 
of communication in the rest of 
the world,” he said, “while there 
is a concerted movement under 
way to put communications under 
government control in our own 
country.” 

Quoting Cardinal Spellman’s 
warning against Communism in 
the U. S., Mr. Miller declared that 
the FCC “has already moved in 
for the purpose of controlling 
communications” while “the same 
group of people is building up 
public opinion to the supposed 
need for government control of 
the press.” 

The citizen who thinks the gov- 
ernment is working objectively to 
protect his rights, he stated flatly, 


GILLETTE GIVES ABC 


THE SHARPEST HOOPER 
EVER HONED.... 


6/.2 


ABC’s 


broadcast of the Louis-Conn fight, sponsored 
by the Gillette Safety Razor Company, drew 
the highest Hooperating of any program on any single net- 
work in radio history! 

According to the figures, 71.6% of the nation’s radio sets 
were in use at the time of the fight—and ABC’s share of the 
listening audience was 93.8%! 


That means, figured very conservatively, 45,000,000 people 
listened to the broadcast over their ABC stations. 


Proof again that it’s programs that draw the crowds... 
programs that build audiences ... programs that make a 
listener out of a radio owner. Proof again that on ABC, with 
a good program, your available audience is perched on listen- 
ing stools in millions of radio homes, and if you whistle the 
right tune they’ll come a-running. 


They’re there; you can reach them; you can count them. 
You can sell them. 


American Broadcasting Company 


A NETWORK OF 207 RADIO STATIONS SERVING AMERICA 
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“just doesn’t know his govern- 
ment.” 

Dr. Peter Odegard, president of 
Reed College, Portland, paid 
tribute to the part played by ad- 
vertising during the recent wave 
of strikes, declaring that the ad- 
vertising profession then “was 
more important than industry’s 
production manager or the indus- 
trial engineer because, through the 
copywriter, advertising manager 
and public relations counsel, the 
public was informed on points 
at issue.” 

The Advertising Council, Dr. 
Odegard said, “will be of aid in 
furthering public questions.” 

Claire Drew Forbes, owner of 
the Tri-County Advertising 
Agency, Santa Barbara, Cal., and 
chairman of the PAA’s senior ad- 
visory committee on junior clubs, 
urged education through junior 
clubs and agency apprenticeship 
in sound advertising. 

Selling the American way 
through repetitive advertising was 
urged by other convention speak- 
ers, including Henry E. Abt, man- 
aging director, Brand Names Re- 
search Foundation; Dr. Kenneth 
Dameron, College of Commerce, 
Ohio State University, and director 
of the Committee on Consumer 
Relations in Advertising, and 
Paul B. West, president of the 
Association of National Advertis- 
ers. 


Other Officers Named 


Other officers named to serve 
with Mr. Churchill included: 
Senior vice-president, H. H. Faw- 
cett, Transit Advertising, San 
Diego, Cal.; vice-president at 
large, Emma C. Reitmeier, First 
National Bank, Spokane; and sec- 
retary-treasurer, Gilbert L. Stan- 
ton, director of advertising and 
public relations, Idaho Power 
Company, Boise. 

Vice-presidents are: First dis- 
trict, Harvey A. Brassard, Syver- 
son-Kelly, Inc., Spokane; second, 
James Holme, Mountain States 
Telephone & Telegraph Company, 
Denver; third, H. Quentin Cox, 
manager of KGW, Portland; 
fourth, Wilmot P. Rogers, adver- 
tising director, California Packing 
Corporation, San Francisco; fifth, 
Robert I. McAndrews, National 
Broadcasting Company, Holly- 
wood; sixth (new), Russell David- 
son, manager, Canadian Street 
Car Advertising Company, Van- 
couver, B. C. 

Sun Valley, Ida., was selected 
for the 1947 convention. 


Parfums D’Avray Awards 
Franchise to Skinner 


Les Parfums D’Avray of Paris 
has appointed William King Skin- 
ner as sole distributor for the 
United States and its possessions, 
with temporary headquarters at 
1270 Broadway, New York. Mr. 
Skinner was formerly with D’Or- 
say, Myrurgia and most recently 
with Renee Thornton. 

First shipment is due in the 
United States about July 15, with 
other shipments to follow at the 
rate of 8,000-10,000 bottles 
monthly, if the French perfume 
house can overcome shipping and 
customs difficulties. Distribution 
will be on an exclusive basis to 
toilet goods outlets east of the 
Mississippi River handling prestige 
lines. Local cooperative advertis- 
ing will be scheduled later. 


To 
Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
Setter FARMING 
METHODS 


WATI Publishing Co., MOUNT MORRIS, ILL 
—_—_———— 
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Never Underestimate the Power of a Woman! 


. 
—_ 


Nor the power of the magazine that attracts more women 


than any other magazine in the world. 


JOURNAL 
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Arno Johnson Wins 
Marketing Award; 
8 Others Cited 


New York, June 26.— Arno H. 
Johnson, media and research di- 
rector of J. Walter Thompson 
Company, today was given the 
first annual award for leadership 
in marketing by the New York 
chapter, American Marketing As- 
sociation, for his study, “57 Mil- 
lion Jobs—A Postwar Goal and 
Opportunity.” 

Eight meritorious service cita- 
tions — three to non-members of 
the AMA—were conferred. Rich- 
ard D. Crisp, S. C. Johnson & Son, 
Racine, Wis., was cited for “Sales 
Analysis Rolls Up Its Sleeves,” on 
how research can increase selling 
efficiency; T. G. MacGowan, Fire- 
stone Tire & Rubber Company, 


Akron, for “American Industry 
Looks Ahead,” the report of the 
CED marketing committee of 
which he is chairman; Don G. 
Mitchell, Sylvania Electric Prod- 
ucts, New York, for “An Expanded 
Concept of Market Research,” in 
which this company shared its 
findings with its industry and the 
public; Alfred Politz, Alfred Politz 
Research, Inc., New York, for “a 
practical method of securing truly 
random distribution of interviews 
in market surveys.” 

Also, to Ray B. Prescott, Sales 
Management, for its “Survey of 
Buying Power”; Vergil D. Reed, J. 
Walter Thompson Company, for 
“Population and Purchasing Power 
—Some Basic Trends”; Everett R. 
Smith, Macfadden Publications, 
“Family Distribution by Income 
Groups,” and Alexander O. Stan- 
ley, Dun & Bradstreet, New York, 
for “Approach to Latin American 
Markets,” a compilation of market 
data based on the experience of 
U. S. exporters. 

D. E. Robinson of LaRoche & 
Ellis headed the board of judges. 


Petry Tells Story 
of Unprecedented 
Spot Radio Test 


New York, June 28.—Edward 
Petry & Co. invited rival station 
representatives to a luncheon 
gathering here yesterday and let 
them in on the results of an un- 
precedented spot survey of spot 
radio advertising. 

The survey, employing “a new 
technique which measures the 
power of radio in a new way,” 
was conducted in St. Louis early 
this year by the Alfred Politz re- 
search organization. The findings 
prove, Petry believes, that “spot 
radio builds with great speed... 
and is also very inexpensive.” 
Petry laid the whole story before 
the other station representatives 
“to let them benefit by our ex- 
perience” in making use of the 


MRS. WILLIAM S. PEACE 


Clubwoman with symbolic name opens “Waging the Peace” 


drive of Philadelphia area women’s organizations under 


sponsorship of The Evening Bulletin. 


Mrs. William S. Peace recently was appointed chairman of the Women’s 
Organization Service Bureau, conducted by The Bulletin to coordinate, 
through a special Bulletin department, the peacetime activities of nearly 
500 women’s groups in the Philadelphia area and keep alive the unity, 
enthusiasm and fixity of purpose which distinguished the wartime achieve- 
ments of Philadelphia’s women. 


This prominent clubwoman is but one of many Philadelphia women 


who are taking a serious, personal interest in preserving the peace and 


furthering community affairs. 


Operation of the Women’s Organization Service Bureau by The Bulletin 


—an innovation by a newspaper in the field of public service — is typical 


of the way The Bulletin is participating actively in the civic life of the 


people of Philadelphia. It offers more evidence why The Bulletin is the 


preferred newspaper among Philadelphians . . . why they trust its editorial 


content . . . use its advertising columns as their reliable shopping guide. 


* * * 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 


circulation in America. It is read by four out of five Philadelphia families. 


IN PHILADELPHIA — NEARLY EVERYBODY READS THE BULLETIN 


technique themselves if they de- 
sire. 

Purpose of the study was to 
test effectiveness of spots through 
a random sampling method em- 
ploying a formula used heretofore 
only by the Advertising Research 
Foundation in a study of transpor- 
tation advertising. The formula 
has never before been applied in 
radio studies, Petry said. 

Politz went into St. Louis— 
chosen because of its non-Petry 
representation—with fresh spot 
copy prepared for the test by 
agencies for seven advertisers: 
Luden’s cough drops, Goodyear 
Neolite rubber soles, Beechnut 
gum, Mennen’s baby powder, Col- 
gate liquid hand cream, Marlin 
razor blades and American Chicle’s 
Adams Clove gum and Chiclets. 

Before the spots went on the 
air Jan. 1 over five St. Louis sta- 
tions, researchers went into sample 
homes with portable recorders and 
played the transcribed spots to 
determine the “confusion factor’ 
for each one, i.e., the percentage 
of listeners who thought they had 
heard the spots before. These 
were found to range from 11 to 
36%. 


Polled 400 Homes 


After the spots had been aired 
for one month, the Politz re- 
searchers polled 400 radio and non- 
radio homes to determine what 
percentage of persons were “suffi- 
ciently impressed” by each com- 
mercial message “to be capable of 
recognizing it later as something 
positively heard.” 

From this percentage the “con- 
fusion factor’? was subtracted to 
establish a “proper deflated score” 
for the spot. The mathematical 
formula applied was: Post-test 
score minus pre-test score, over 
100% minus pre-test score, equals 
recognition score. 

Percentages of recognition thus 
established were: Mennen’s 
powder, 34; Beechnut gum, 49; 
Marlin blades, 27; Colgate cream, 
51; Goodyear soles, 30; Luden’s 
drops, 51; Chiclets, 48; and Adams 
gum, 50. Average for all eight 
spots was 44%. 

Similar polling after the spots 
had been on the air a second 
month resulted in an average rec- 
ognition score of 48% for the 
eight spots. 

Hanque Ringgold of Petry pre- 
sented the test findings at the 
luncheon yesterday. 

Stations used in the test were 
KWK, KXOK, KMOX, KSD and 
WEW. 


NAB to Contest FCC’s 
FM Allocation Plan 


National Association of Broad- 
casters’ FM executive committee 
concluded a two-day session in 
New York June 26 by adopting a 
resolution directing NAB counsel 
to contest the FCC’s proposed 
order reserving every fifth FM 
channel for one year. FCC will 
hear oral arguments on it July 12. 

The NAB committee feels 
“strongly ... that reservation of 
channels at this time will obstruct 
the speedy development of FM 
broadcasting,” and recommended 
that “the objectives of section 
307(b) . .. can better be served 
by the allocation of additional 
channels for FM use.” Walter 
Damm, WTMJ, Milwaukee, is 
chairman of the NAB’s FM com- 
mittee. 


Grant Names New V.P.s 


Joseph R. Bracken, general man- 
ager of the Detroit office of Grant 
Advertising, and Storrs J. Case, 
who joined the agency last year, 
have been appointed vice-presi- 
dents. Both will continue in the 
agency’s Detroit office. 


Alden Leaves Bosch 


Reginald J. Alden has resigned 
as advertising manager of Ameri- 
can Bosch Corporation, Spring- 
field, Mass. He also handled the 
company’s public relations pro- 
gram, and started the employes’ 
magazine, “The Craftsman.” 
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Sworn Statements 
by Weeklies Made 
Mandatory by Law 


Washington, June 26.—Legisla- 
tion requiring weekly newspapers 
to file sworn circulation state- 
ments with the Post Office Depart- 
ment each year reached President 
Truman today after Sen. Raymond 
E. Willis of Indiana had with- 
drawn an objection filed when the 
bill was tentatively approved by 
the Senate June 14. 

In withdrawing his protest, 
Senator Willis said he agreed with 
the purpose of the bill but did not 
feel it was the function of the 
government “to police the circula- 
tion of a newspaper, any more 
than to require the newspaper 
publisher to pay his debts or 
sweep the sidewalks clean in front 
of his office every morning.” 

He said he believed weekly 
newspapers would profit in the 
end by the compulsory statement 
of sworn circulation, but he “ob- 
jected to the government sticking 
its nose into a lot of minor affairs 
of the people in which it has no 
legitimate business.” 


New Four-Section 
‘Package’ to Be 
Offered by ‘Grit’ 


Williamsport, Pa., June 26.— 
Plans for a compact four-in-one 
package were disclosed this week 
by Grit as part of the postwar 
plans for the weekly which serves 
America’s small town market. 

The enlarged Grit will include 
a 16-page news section, with a 
page devoted to Washington de- 
velopments, another to the inter- 
national scene, and a third de- 
voted entirely to the sports world; 
an eight-page women’s section, 
featuring a page for parents and 
a special page for teen-agers; a 
special section for children, with 
more comics than previously car- 
ried; and a full-size tabloid story 
section, enabling the publication 
to expand considerably its space 
devoted to fiction. 

Grit’s 1946 advertising is run- 
ning almost exactly 100% ahead 
of its billing in 1943, when, late 
in the year, it adopted a policy 
of aggressive promotion. 

Formal presentation of the im- 
proved, enlarged Grit is to be 
made by George R. Lamade, pub- 
lisher, at a series of luncheon 
meetings to be held in New York, 
Philadelphia, Detroit and Chicago 
early next month. 


ABC Advances 
Donohue and Fry 


New York, June 27.—John 
Donohue, eastern sales manager of 
American Broadcasting Company, 
has been named to a newly cre- 
ated position of assistant to the 
vice-president in charge of sales, 
with office in Detroit. 

Fred Thrower, vice-president, 
said the appointment recognizes 
“the re-emergence, with civilian 
production, of many new network 
prospects among heavy industries 
located in the area of Detroit, 
Cleveland and Pittsburgh.” 

George T. C. Fry, director of 
business development, was named 
eastern sales manager. Ridgeway 
Hughes succeeds him with the 
title of director of presentation. 


Adds Six Recounts 


Spitz & Webb, Advertising, 
Syracuse, has been appointed to 
handle advertising on the follow- 
ing New York state accounts: 
Guaranteed Parts Company and 
Ocram Corporation, both of 
Seneca Falls; General Products 
Corporation, Union Springs; R. S. 
Surplus Company and Chase 
Clothes, Inc., Syracuse, and Olive 
Furriers, Auburn. 
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THERE ARE DEGREES OF INTEREST. 


The ability to combine convincing 


salesmanship with unusual interest is one 
of the great skills of advertising. 


YOUNG & RUBICAM, INC, 
ADVERTISING 


“Yew York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, Mexico City, London 
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Golenpaul Sure 
‘Into Please’ 
Will Be Back 


New York, June 26.—“Informa- 
tion Please” wound up its tour of 
sponsorship by Socony-Vacuum 
Oil Company Monday night amid 
speculation as to who, if any- 
body, will pick it up for the next 
season. 

The show will “definitely be 
back on the air next. fall,” the 
program’s owner, Dan Golenpaul 
Associates, hastened to assure 
everyone. Clifton Fadiman, emcee, 
said it on the final broadcast, and 
Mr. Golenpaul said it in quarter- 
Page paid space June 24 in news- 
papers in New York and several 
other cities. 

“Despite what you may have 
heard,” said the ad, “ ‘Informa- 
tion Please’ will definitely be back 
on the air next fall although ar- 
rangements have not been com- 
pleted.” 


Inquiry at the Golenpaul Asso- 
ciates office uncovered no hint of 
the identity of whatever new 
sponsor may be in the picture. 

As a closing splurge, the final 
broadcast Monday over 133 NBC 
stations featured six “experts”— 
Artur Rubenstein, Fred Allen, 
Cornelia Otis Skinner and Deems 
Taylor in addition to F. P. Adams 
and John Kieran—for the first 
time. Normally there are four. 

Socony-Vacuum, through Comp- 
ton Advertising, puts Benny Good- 
man and his orchestra on the air 
next Monday as the replacement 
for “Information Please.” A 
“greatly expanded” show built 
around Goodman’s band will be 
introduced in the fall, the agency 
announced. 

Dropping of “Information 
Please” was “simply good busi- 
ness,” a Socony-Vacuum execu- 
tive told AA. “We hope to present 
a show of broader, more popular 
appeal and one which will draw 
a higher rating,” he said. 

Socony-Vacuum had sponsored 


“Information Please’ for a year 
and a half. The Golenpaul show 
has consistently shown a Hooper 
rating of around 10. Its highest 
yearly average was 12.9 in 1943; 
its 1945 average was 10.3. Rating 
for the June 3 broadcast was 9.5. 


OPA Grants Book 
Paper Price Hike 
to Aid Magazines 


Washington, June 26.—In rais- 
ing the ceiling price of book paper 
sold direct from manufacturers to 
magazine publishers by $1 per 100 
pounds, OPA expressed hope to- 
day that the adjustment will make 
greater quantities available on 
contract sale at prices below the 
general market level. 

To protect the traditional spread 
between prices quoted magazine 
publishers and those quoted paper 
merchants, OPA inserted a pro- 
vision that the new ceiling may 
not be higher in any case than 


ie, 


the manufacturer’s spot price to 
wholesale merchants for the same 
grade of paper. 


Makes Honeywell Film 


Jam Handy Organization, De- 
troit, has produced a sound film, 
“Seven Keys to Comfort,” for 
Minneapolis-Honeywell Regulator 
Company, Minneapolis, as a guide 
in selecting correct types of heat- 
ing and heat control systems for 
new homes. 


Wilcox Names Wendland 


Wilcox Photo Sales, Los An- 
geles, has appointed Harry J. 
Wendland Advertising Agency, Los 
Angeles, to handle advertising of 
Wilcox Super Power Strobo-Lite 
and Flash-O-Graph, using trade 
and consumer photography pub- 
lications. 


Will Redesign Packages 

Boston Woven Hose & Rubber 
Company, Boston, through Paris 
& Peart, New York, has retained 
Robert Neubauer, industrial de- 
signer, to modernize its packages. 


SOUTH JERS EY. .. @ market within a market! 


The trading area comprised of Camden, Burlington, Gloucester and Salem counties in New Jersey is a big frog in a big pond... 


America’s 3rd market! It contains a community-centered population of nearly a half million residents with an effective buying income 
of $496,315,000.* 


This rich market is dominated by the Camden Courier-Post . . . the only newspaper that gives complete coverage of local Camden and 
South Jersey news. 


And because people are vitally interested in things and events close at hand, the Courier-Post is the reading choice of 2 cut of every 


3 Camden-area families and its circulation in Camden County . . . the most densely populated area in South Jersey . . . is MORE THAN 
ALL THE PHILADELPHIA DAILIES COMBINED! 


No wonder that in 1943 (before newsprint rationing) and again in 1944 and in 1945, the Courier-Post carried more general display 


advertising than appeared in such leading metropolitan dailies as the New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland 
Plain Dealer and Pittsburgh Post-Gazette. 


* Sales Management Survey of Buying Power 1946 ‘+ Media Records 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market. 


CAMDEN COURIER-POST 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK 


CHICAGO 


PHILADELPHIA 


DETROIT 


CLEVELAND 
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Bell Aircraft 
fo Start Ad Drive 
for Helicopters 


Sikorsky Stresses 
Industrial Uses; 
Sells $48,500 Model 


Buffalo, June 26.—Bell Aircraft 
Corporation will begin its first ad- 
vertising campaign for helicopters 
this summer, using weekly news 
magazines and aviation business 
papers. 

The campaign theme will stress 
the practical uses of the helicopter 
in its present stage of development 
and attempt to correct misconcep- 
tions of the plane in the minds of 
aviation enthusiasts and the pub- 
lic. N. W. Ayer & Son handles 
the account. 

Lawrence D. Bell, president of 
the company, said that the current 
danger in an advertising program 
is that helicopters may be over- 
sold. “Eventually,” Mr. Bell said, 
“helicopters will be operated as 
pleasure craft by sportsmen, and 
sometime they will become avail- 
able in the mass market. How- 
ever, it will be some years before 
the cost can be brought down to 
the point where the average auto- 
mobile owner could afford to pur- 
chase a helicopter.” 


Plans 500 Helicopters 


The company expects to produce 
500 two-place helicopters this year, 
and thinks they will be sold to 
government agencies, and to com- 
mercial airlines which may use 
them for short cargo hauls or 
as feeder lines to air terminals. 

Sikorsky division of United Air- 
craft Corporation is running full 
pages in Newsweek and Time, 
with a four-insertion schedule, 
two advertisements of which have 
already appeared, as well as edu- 
cational copy in aviation business 
papers. 

Sikorsky is making no effort to 
enter the private aircraft field at 
this time, principally because its 
helicopter sells for $48,500, far 
beyond the normal $7,500 limit of 
private planes. Sikorsky is stress- 
ing the helicopter’s application to 
business, featuring its load-carry- 
ing capacity and its ability to land 
in restricted spaces. The com- 
pany feels that the expense of the 
plane can be borne by a corpora- 
tion, but that few individuals can 
be expected to buy one. 

At the same time, Sikorsky, due 
to the fact that its R4 model was 
in quantity production for the 
Army and Navy, has helicopters 
rolling off the assembly line and 
is in the unique position of having 
aircraft for sale for immediate 
delivery. Platt-Forbes, New York, 
has the account. 


fits readers are now buying 
for the Diesel market. Directed 
to active purchasers. 


Edited ond Published by REX W. WADMAN 


“2 WEST 45TH ST., NEW YORK 19, N.Y 
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ly ‘THIS publication last month we told 


you of our newsprint shortage—how we were 


getting far less newsprint in 1946 than we 


got in 1941. 


We explained that was why we had to con- 
tinue rationing advertising space. We pointed 


out how much local as well as national adver- 


tising it was necessary for us to decline each 


month. We apologized to all whose adver- 


tising we were unable to service. 


We thought our situation was pretty bad... 


AND THEN THE STRIKE CAME! 


We were advised by the Powell River Com- 


R. W. McCARTHY 
National Advertising Manager 


... AND THEN 
THE STRIKE CAME! 


pany — from whom we secure most of our 
newsprint — that because of the strike of 
woodsmen in British Columbia we should 
immediately take drastic action to conserve 
newsprint. Therefore, effective with our issue 
of May 22nd, we discontinued publishing all 


display advertising, both local and national. 


As we write this advertisement, the strike is 
still on. We sincerely hope, however, that by 
the time you read this... we will have already 
notified you that the strike is over and that we 


have resumed normal operations. 


In the meantime — thanks a million for your 


wonderful cooperation. 


THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 
National Representatives 
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Public Is Willing 


fo Pay for Video, 
McDonald Insists 


Advertising Can't 
Foot Entire Bill, 
Zenith Chief Says 


Chicago, June 26.—There’s noth- 
ing wrong with television that 
money won’t cure, but the remedy 
is going to cost folks a good many 
billions of dollars, E. F. McDonald 
Jr., president of Zenith Radio Cor- 
poration, warns the public in the 
current Collier’s. 

The public is willing to pay for 
good television, the Zenith chief 
insists, but the industry’s “tele- 
visionaries” still haven’t been con- 
vinced that advertising can’t pos- 
sibly foot the entire cost—as it 
does for radio. 


“Television enthusiasts talk in 
terms of five or more stations per 
city,” he writes. “If there were 
five stations in one city, the cost 
of providing each with four hours 
of daily entertainment produced 
to motion picture standards would 
be two billion seven hundred mil- 
lion dollars per year. 

“This is more than American 
business spends on every form of 
advertising combined, from direct 
mail and billboards to radio, news- 
papers and magazines.” 


Can’t Duplicate Radio 


Radio, Mr. McDonald says, is 
the only large-scale purveyor of 
news and entertainment that has 
been able to exist solely from the 
sale of advertising. But the “enor- 
mous” program production costs 
of adequate video, even if there 
were a television set in every 
home in the U. S., “would make a 
duplication of radio’s commercial 
pattern economically impossible.” 

Since the public “will gladly pay 
for television programs, just as it 
pays for movies,” video subscrib- 
‘ers might be billed each month for 


Ii 


@ “You can’t use Book Matches to advertise quality items, 


high-priced items, intangibles, etc.”, said 25.4% of adver- 
tising men contacted by our recent nationwide survey! 
And thus they proved, still further, that Book Matches 


are the most misunderstood of all media. 


But look at the facts. Look at these advertisers of qual- 
ity items—Marshall Field & Co.—Saks-Fifth Avenue— 
Hat Corp. of America—Hart, Schaffner & Marx—Hickey- 
Freeman Co.—Botany Ties. Look at these advertisers of 
items that cost real money—Aeronca Aircraft—Baldwin 
Locomotives—Caterpillar Tractor Co.—General 
Motors—Mack Trucks. And these adver- 
tisers of intangibles—U. S. Army—U. S. 


U CANT D 


They sil 


Navy—U. S. Marines—Union Pacific R. R. All these and 


many more are using Diamond Book Match advertising 


with successful results. 


Diamond Book Matches sell all types of products and 


services to all types of prospects. They can fit into any 


media structure with important benefits to the advertiser. 


It is all a matter of knowing how to use them. 


That’s where the Diamond Book Match specialist comes 


in. Given the necessary facts about your problem, he 


can tell you when, where and how Diamond Book Matches 


“eT OCTeeTeT ree to 


To: Diamond Match Co., Dept. A-7, 
310 S. Michigan Ave., Chicago 4, Ill. 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


Please call on me at........-- o'clock, 


can be used to bring you results. He will be glad to 
call and discuss your problem thoroughly. Just 


fill out the coupon below and mail it today! 


a Man-Sized Media Problem 


I would like more information about Diamond Book Match Advertising. 


eee eee ee 
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a service provided over regular 
telephone circuits. Or owners of 
home sets might rent an “un- 
scrambler” or “squeal eraser” to 
get proper reception of broadcasts 
which go out with an interfering 
“pig squeal” or scrambled signal. 

The subscriber could view all 
of the low-cost events, such as 
fashion shows, etc., and also could 
help provide a satisfactory “box 
office” for such costly features as 
championship prize fights, new 
movies, etc., Mr. McDonald main- 
tains. 


Video, Movies Alike 


Development of motion pictures 
and video provide a “striking par- 
allel,’ the Zenith president de- 
clares, adding: “Both tell the story 
of a new invention brought to the 
point of technical acceptability; of 
a new art form limited by and ex- 
hibited with its nearest apparent 
competitor; of attempts to alleviate 
financial pain by the sale of ad- 
vertising.” But it took the movies 
“twenty fumbling years to achieve 
spectacular success,’ he warns. 

Since television can _ provide 
news, education and entertainment 
in the home, “it will compete with 
not only radio but newspapers, 
magazines, motion pictures and the 
legitimate stage.” Mr. McDonald 
says this fact should not be over- 
looked by visionaries who believe 
television will be financed in the 
same manner as radio, and by ad- 
vertising agencies which “are 
already establishing elaborate 
television departments.” 

Zenith is building receivers for 
the new high-definition, full-color 
television which will not be placed 
on the market but “will be loaned 
to our executives and engineers,” 
Mr. McDonald asserts. “We have 
no intention of placing them upon 
the market,” he says, “until we 
are reasonably sure that television 
is on as sound a basis artistically 
and economically as it is technic- 
ally.” 

The company is not manufactur- 
ing black-and-white receivers “be- 
cause we know that these sets 
would become obsolete within the 
next year or two.” 

(See Mr. McDonald’s letter on 
Page 38 in this issue.) 


Rival Fair Trades 


Rival Mfg. Company, Kansas 
City, Mo., has placed its line of 
mechanical kitchen equipment 
under fair trade and has joined 
the American Fair Trade Council. 


HIT PARADER 


MAGAZINE 


PRESENTS THE Ist POST-WAR STUDY OF THE 
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ee FIRST AGAIN 


™ Year after year The United States News leads in 
percentage of subscribers secured "direct by mail 
to publisher" — the most voluntary of all subscrip- 
ent tion methods. 


—_ Here are four reasons why it's more profitable to 
R advertise your industrial and consumer products in 
this magazine— 


og 1. The great majority of subscribers 
are top management and profes- 
sional men. 


2. The great majority subscribe vol- 
untarily because they want it. 


3. 80% get the magazine at their 


homes. (250,000 GUARANTEE) 
4. 90% read it from cover to cover. The Direct Route to 
"« + + SRO 35 OS Eh Se s- NO OTHER MAGAZINE IN THE COUNTRY GIVES those who 0. K. 
cuales Shae Haun on ee THIS COMBINATION OF ADVANTAGES TO THE ourgenntn guriaan 
Hes Sy in additional sub- ADVERTISER. | | * 
Daniel W. Ashley 


lice President in Charge of Advertising 


—— 50,000 INCREASE IN CIRCULATION SINCE V-) DAY scimeatea than cee 


READ BY MORE THAN 1.000.000 IMPORTANT MEN AND WOMEN 


= ~— by i ; o i oes " . = _ i * ols 5 va sei: ane . soar Hx es ata id i : ane ah Gonais — cote. ss Ey ; ' ae r = Bs a 2) Sa ; ae? ‘toy 
1946 ] 
ular — 
s of ae 
‘un- ® i 
3 to * Bie f° 
— ae : 
ring nag iy 
mal. Se bi 
all oes : 
l as a a 
ould : 4 t . 
a Be 
box a a ) 
S as ae a Rog 
x = Or ea tm 
new Sy = ao 
ain- 5 ay ty ae a 
md : & 3 He mee 4 
7 a el 4 
a 2 a “5 on. 
— H ri ae 
ures on b: a a bd 
ar- e : 2 be ‘ 
- a ¥ fe. i 
or ie a os ea 
> lta : ine i = 
the £1 {ee | a : 
" ae a << 4 ‘ 
; of aot. | _ : . 
ex- “ee os i ts er | 
iate pe ij ba ie = 
ad- i> ii d| i ee 2 | . ‘i 
, Bk ; ee Ty ig 
vies ? ym of st jg age » Hy i 
' ame a aoe areal 4" k 
ieve  y ag + 3 dig 
oe a me. f ae * 
# eo ‘ae vm £8 
vide hs ' Se ‘ iF ae ab 
vith - ng # | rae hop 
fo ar ae | on ee : 
ers, St } si a vet Ly 2 ; $ 3 : 
the | i 2 ae a 
1ald yi j : He b 4 4 Le Bt \ 
4 + $2: if it a Big 
ieve - il ae St oe . 
onal Bios 3 Sie OF ae een : 
‘are Ct. 5, ie : ail ah Cee re 
Naar ° bo aie ob Bg ian 
rate ) Bice ue oe Be | 1a tog ei 
for bow | a 3 a 
olor i ae be q 
ced ‘ Sipe iid, is rt, Wi ” 
ned oe aes tare 3 @ bs : 
. ” e: ‘ Pe i ‘ =s i ou 4 
rs, . x Bh on, : rs 4 
"i 
510n Re ANCIENT 8 ARES INE SN OLE SL LT ES OCLC LE DAISIES LED OLE LOD ANE AEE LL eR Ute OS AA a eS 
n1c— ee ce nee NR RR eR A A A rR SO EN = 
the 
ned :- 
icil. a 
THE ~ f 
aa ) 
nited ; 
ey United i 
ee 5 J P r | 
ME WS ) 
cmintin caren cr ae: P : 
’ e 
. . 
ig 
of 
> 
j 
20, N. Y. 
a a 


12 


Advertis 


e 
THE NATIONAL NEWSPAPER a 
trade Mark Registered 
Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N, 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 
Member Audit Bureau of:Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


Age 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: George Bider- 
man, John Crichton, Richard K. Doan, 
Frances Jameson. Chicago: Murray E. 
Crain, Emily C. Hall, Robert Murray, Jr., 


Charles B. Cunningham, Jeanne 
Scharnberg 


European Editor, Fernand Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


ADVERTISING 


Advertising Director, Charles B. 
Groomes 

Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 

New York:T. K.Worthington, G.A.Ahrens, 
Halsey Darrow, O. O. Black, Robert Snow 
Chicago: O. L. Bruns, Western Adver- 
tising Manager, J. F. Johnson, Martin 
E. Tullberg 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, manager 
Los Angeles (14): Simpson- Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, man- 
ager 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


The Need for ‘Incentive’ Pricing 


By the time these words reach 
readers, the fate of the OPA pric- 
ing program will have been sealed 
and delivered. At this moment, 
it appears that a severely curtailed 
OPA will be allowed to continue 
for another year, but only on a 
basis which will permit substan- 
tial increases in price to cover 
costs, as well as normal profit 
margins. 

Whatever the ultimate minutiae 
of the pricing control bill which 
finally emerges, it is obvious to 
all that prices of most commodi- 
ties will rise more or less sharply 
within the next few months, and 
for that very reason the pricing 
policies which are adopted by 
American business and industry 
for the period immediately ahead 
are of the most vital importance. 

If the relaxation or removal of 
OPA pricing curbs results in ex- 
cessively sharp increases in com- 
modity prices, there is every 
danger that the advocates of a free 
price market, governed entirely 
by the law of supply and demand, 
may live to rue their action. The 
public is in a buying mood, beyond 
any doubt, but there are increas- 
ing indications that the public is 
no longer spending its money in 
as carefree a manner as it once 
was. Sudden and drastic price 
rises might develop evidences of 
a buyers’ strike which could 
seriously affect the entire country. 

Similarly, a sharp upward spurt 
in the price level is sure to induce 
a new wave of unrest in the ranks 
of labor, and to decrease further 
the discretionary spending power 


of the millions of “white collar) 
incomes cannot. 


workers” whose 


Who Will Pay for Television? 


rise fast enough to compete with | 
nuickly rising prices. | 

But even if no buyers’ strike) 
materializes, a steep, quick rise in| 
prices can be extremely harmful. | 
If the theories of the “full produc- | 
tion” economists are sound, prices 
will surge upward only tempor-_ 


Cai. 


ABA % 
—Reamer Keller in The Christian 


"You'll laugh when | tell you this, but | just remembered the boss didn't come 
in today." 


LF 


42 AS: . 
Science Monitor 


arily, with a resultant increase in 
the incentive to produce, so that. 
as more goods flood the market, 
prices will reach their normal, 
competitive level. 

This theory seems entirely rea- 
sonable and sound, but if the up- 
surge and the downswing are alike turned to the recession in the ad-| 
too severe, we shall suffer from | vertising business. One of the 
all the headaches which always;™men leaned back in the booth, 
accompany widespread fluctua-| and bemoaned the fact that a year 


: ; : j;ago “things were really ‘rollin.’ ” 
wl 

pe ge" ig level. Pe | Afterwards, three of the men 

where along the line a good Many headed homeward in a cab, and 


people will be caught with inven- 
tories which have lost part of their the evening. 

value, a good many consumers will One of them, a year ago, was re- 
be annoyed because the things|cuperating from the trench-foot 
|they have bought have been re- he’d acquired during the late 
duced in price, and a good many Spring push across the Rhine. Be- 


problems will be tossed into the fore he got trench-foot, he had a 
lap of business. |nice rest in England, recovering 


If, on the other hand, business | £70™ a wound received when he 


: °| raised his hip-pocket above his 
sincerely and honestly sets its) ¢o,nole in the Huertingen Forest. 
price levels during the next few, he second man watches his 


crucial months at the lowest pos-| diet carefully, since internal in- 
sible levels, considering all costs,/ juries, which followed his being 
and in turn does its best to make| blown across the bridge of an LSM 
sure that goods and services stay|during the festivities at Ormoc 
at the lowest possible prices all| Bay, haven’t completely healed. 


through the distribution process,|. The third man was nursing a 
then we have little to fear, This battered can back to Pearl Harbor, | 


h inl ti for “i tiv with damage control parties keep- 
= certain ee oe vonirtgpacersied ing a wary eye on breaches in the 
pricing”; not for the highest price 


hull which were 
the traffic will bear, but for a fair,| Kqmikaze at Okinawa. 
honest price which will keep con- 
sumer confidence and avoid, inso- 
far as possible, any sharp upward 
and downward cycle. 


- 


Not So Tough 
It was a hot night, and talk had | 


not about housing, white shirts, 
shrinking billings, paper, time can- 


In his article in last week’s Col-| that they could be used as a pro- 
lier’s Cmdr. Eugene McDonald, | motional medium had to be dis- 
president of Zenith Radio Cor- | carded before the industry really 
poration, makes the flat assertion| developed. His thesis is not new. 
that television can never be com- | In the earlier days of television | 
pletely supported by advertising,| there was talk of piping video | 
in the way that radio has been | shows into places where admission | 
supported. He insists that there would be charged, but the idea) 
simply are not enough advertising | seems to have been abandoned, as | 


dollars to do an adequate pro-| advertisers have shown an increas- | 
gramming job for television, and| ing interest in the new medium. 
that until we change our concepts; The Zenith president has never | 
and admit that, in one way or an-| been known as one who went 
other, the viewer and listener must | along. He has been at odds with 
pay his share of the costs, tele-| various sections of the industry | 
vision will continue to occupy an | innumerable times, and sometimes | 
unrealistic spot somewhere around|he apparently has been right. | 


Pa 
the corner from reality. | Whether his analysis of television | 


and trying to win a war. 


/were talking about the events of) 


years as a supply ship to U. S.| 
forces including Iwo Shima, Ra- 
baul, and the Philippines.” 


Famous Names, a direct mail 
company: “Famous Names intends | 
to make all its material as inter- | 
esting as possible as its contribu-| 
tion to the usual type of flamboy- | 
ant testimonial.” Same release, | 
deeper in the corn, “This corpora- | 
tion will be the eyes and ears of | 


_what is commonly known as being | 


inflicted by | 


The point of all this is that one) 
man in five last year was worried | 


cellations or a new automobile— | 
but simply about staying alive, 
keeping from being khaki-wacky, | 
The ex-| 


LSM skipper summed it up when | 


he said, “No matter how tough 
things get this year, I can always 


'look back to a year ago, and think 


I’m a helluva lot better off now.” 


Confusin’, Unamusin’ 


Day by day the parade of press 
releases marches across our desk, 


'and some are badly out.of step. 
/We have had the experience of 
-searching for the name of the 


company, of finding company and 
personal names misspelled or writ- 
ten incorrectly. And lately we’ve 
been afflicted with some that didn’t 
make sense. Samples: 

American Safety Razor Corpora- | 
tion: “The American Safety Razor | 


Mr. McDonald says that tele-| 


vision is in exactly the same Pposi- 


tion as were the movies in their | 


infency, when the original idea 


é i h roclaimed the/| 
costs is sound will probably not Corporation has pro 


be proven for some time. But his '6NX Week...” 
thesis certainly deserves attention 
and thought. 


popular which will be applied to) 
direct mail.” That’s what it says, | 
no editing, no deletions. | 

Let’s read it once before we. 


send it, fellows. 


Jottings 

On June 19, Hoboken, where 
100 years ago the first match 
game between nine-man teams 
was played, was host to baseball 
bigwigs in town for the centennial 
of the match... 

One of our prissy colleagues is 
piqued about a story in our June 
10 issue, in which one of our 
writers said “Agency giants in 
Chicago are billing somewhat less 
... their general picture remains 
solid. . .” What, he wants to 
know, is a solid picture? . 

When Lionel Corporation opened 
its toy train show in New York, 
visitors had to have evidence of 
fatherhood with them, or else 
bring the small fry along to see 
the show. . . 

If you’ve battled with a lighter, 


Advertising Age, July 1, 1946 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, IIl. 


No. 2660. 1946 R. N. Cosmetics 
Survey. 


Use of cosmetics in the care of 
patients and convalescents, and 
suggestions for patients’ gifts are 
tabulated in this report of a sur- 
vey for which R. N., the journal 
for nurses, sent 1,900 question- 
naires to a cross-sectional selection 
of nurses throughout the country. 
The report includes a copy of the 
questionnaire and a tabulation of 
replies. 


No. 2661. 1946 Market Facts. 


The Detroit News has issued 
this data book containing 36 pages 
of market information about the 
Detroit trade area, with analysis 
of newspaper circulation and ad- 
vertising, and a census tract map 
indicating rental values in various 
colors. 


No. 2662. Washington Transit Sys- 
tem Market, 


National Transitads has issued 
this brochure, latest in its series 
of market studies, on the Wash- 
ington, D. C., market. It contains 
a detailed map of the city and the 
suburbs served by transit lines, 
population, employment and pay- 
roll figures, some examples of the 
use of car card ads in Washington 
and other information helpful to 
admen. 


No. 2649. 
Map. 
The News-Sentinel, Fort Wayne, 
Ind., has issued this map, one side 
of which is printed in color, with 
a color key indicating monthly 
rentals in residential areas. The 
reverse side provides a map of the 
city’s retail trading area, with a 
table showing mileage between 
Fort Wayne and other cities and 
towns designated, and a county 
table of retail sales by classifica- 
tion. 


Fort Wayne Market 


No. 2650. Decalcomania Sign Ad- 
visor. 

The Meyercord Company has is- 
sued this brochure, which, with 
full-color reproductions, illustrates 
the many and various kinds of 
Meyercord decals and shows how 
they can be put to work on deal- 
ers’ windows, show cases, count- 
ers, etc. ° 


No. 2633. How to Sell. 

A series of sales training ar- 
ticles that have appeared in In- 
fants’ & Children’s Wear are con- 


trying to get the flame into your tained in this booklet, issued by 
best briar’s bowl, you’ll be glad Haire Publishing Company. The 
to know that an ex-G.I. from foreword points out that “even 


Cincinnati has developed a lighter | stores having regular personnel 
which pulls a jet of flame down departments find that it is im- 


'Pipeliter, it’s being promoted by 
|Savage & Talley, Cincy agency... 


into the pipe. Called the Nimrod 


It’s hard to get a southern ac- | 
cent into print, but listen to this | 
excerpt from an advertisement by 
the Nashville Tennessean: “Who 
has the right? The South has the} 
right. The Nashville Tennessean, 
at the capital of the natal state of 
atomic energy and the TVA, is of 
the South, southerly. The Nash- 
ville Tennessean says so and 
knows whereof it speaks.” .. . 

And you may not know that 


possible to give training in selling 


\specific merchandise for specific 
departments,” 


and these articles 
dealing with infants’ and chil- 
dren’s merchandise should be a 
help as a text for new personnel 
or as a refresher course. 


| No. 2626. Magic Carpet. 


Philadelphians are ready to go 
places, according to this booklet, 
issued by the Philadelphia Record, 
and it gives some reasons why 
would-be travelers go to the Rec- 
ord for suggestions on where and 


when you get a letter from Eber-| how to go. Plans for an enlarged 


month of June as National Star|hard Faber Pencil Company, it’s travel bureau and resumption of 


signed in pencil, which seems to | the newspaper’s resort and travel 


General Foods Corporation: |us an interesting way of getting | section as soon as paper is avail- 
“The vessel served during two war across the point... 


| able are described. 
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SULN of the Sadler...” 


NExT Door to the London Coffeehouse in Market Street, 
Philadelphia in 1773, Elias Botner “‘purvey’d to possessors of Horses 
of peerless Blood and good Character . . . Ladies’ side saddles, 
fring’d, lac’d, of various fashions . . . Gentlemen’s English full welted 
buckskin, hogskin, and neat’s leather seated saddles . . . the King’s 
seats for followers of Hunting or the Hounds”’... and for those 
“persons who Travel and take their Pleasure by the Water, the newest 
and neatest French fashions in coach and chair Harness . . .”’ 

SYMBOLICALLY tied are today’s press and the Colonial saddler. 

Now the newspaper editor seats the reader astride fast galloping 

events ... harnesses beyond the horizon happenings with bits from 
around the block ... checks runaway rumors, bridles reckless reports 
... has a rich saddlebag stocked with big stories, world wires, cabled 
communications, fresh facts, significant scenes and trivial tales, 

town council talk, all the things about which people think, argue or 
aspire, desire or dream . . . and by a craftsman’s conscience is endlessly 
spurred to make each day’s published product excell in both 

content and character. 

In pHitapeLpHia, The Inquirer sits well with 575,000 of the finest 
families ... dependably delivers sales potential plus prestige . . . 
gives the surest ride into a rich market... Hitch your schedule 


to The Inquirer with confidence! 


The Philadelphia Inquirer 
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LIFE Writer Tom Prideaux was Cupid in this game of ‘“‘Who am I,” played at 
the party. In this game, players have names on backs, try to guess own iden- 
tity by asking other players questions which must be answered “yes” or “no.” 


Ladies’ team in spelling game scores a point with “hasten”’ while the Army officers’ 
team (lower right) is still trying to get unraveled. And the LIFE photographer 
catches the triumphant expressions on winners’ faces at exactly the right moment. 


The more ardent fun fans among LIFE editors have long had 
a hankering to do a story on party games. 


They tried a text piece. But it didn’t work. Recently, when 
LIFE Writers Tom Prideaux and Maitland Edey . . . both 
inveterate game players... returned from the Army, the 
idea was revived. 


Prideaux and Edey got together with Artist Neysa 
McMein, who is renowned for her ingenious games parties, 
and the three of them cooked up a party at Miss McMein’s 
apartment to show LIFE readers how to enliven their recrea- 
tion hours with gay games everyone loves to play. 


Miss McMein invited the guests. LIFE worked out the 
games to be played, supplied the few materials needed. When 
the big night arrived, Prideaux, Edey, two LIFE phetog- 
raphers, anda LIFE researcher were on hand to report the fun. 


This lively exposition of the art of entertaining simply but 
hilariously is typical of the painstaking preparation for 
every picture-and-text story that appears in LIFE. It illus- 
trates, too, how LIFE reports the simple and helpful with 
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In this game, each player of two teams wears a letter card. Teams stand facing. As 
the referee calls out a word, the team which rearranges itself to spell out that 
word first wins a point. Best letters to use in this game are ETINCLARSH. 
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the same interest-provoking enthusiasm that it presents the 
ground-shaking and momentous ... and always in a refresh- 


on | ingly enlightening way. 

. 
th | Because there is never a dull moment from cover to cover, 
1e LIFE attracts the eager interest of the largest weekly-maga- 


| zine audience in history . . . 22,000,000 people who can’t get 
3a along without it. 


Simple drawings are clues to names of famous persons. Players write down 
answers, and person identifying the most wins. In other games like this, players 
were asked to identify advertising trade-marks and artists of famous paintings. 


Bing Crosby acts out Sandburg’s, “The fog comes in on little cat feet,” in a form Florence Eldridge acts out “fathom” from Shakespeare’s “Full fathom five thy 
of charades called “The Game.” Said Bing when photographer took shots from father lies’”’ by pointing downward and making rippling motions with hands. 
above, “If I’d known you were going after high shots, I’d have brought my hair.” And LIFE’s lively six picture sequence reported the merriment, play by play. 
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Says Nine-Column 
Classified Page 
‘Here to Stay’ 


Boston, June 26.—A dozen rea- 
sons why the nine-column classi- 
fied page is here to stay were set 
forth today by Ralph W. Ahrens, 
classified manager, Chicago Daily 
News, at the 26th annual conven- 
tion of the Association of News- 
paper Classified Advertising Man- 
agers. 

Hundreds of newspapers now 
are operating successfully with 
the nine-column classified makeup, 
he said, because they have found 
that: 

(1) The nine-column ad is 
easier and better read; (2) the 
narrow column format saves an 
average of 20.2 inches per page; 
(3) the “vast amount of white 
paper” saved during a year can 
be converted into revenue; (4) by 
returning to eight columns “a rate 
raise will be absolutely necessary” 
in the majority of cases; (5) the 
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Cappers Farmer 


CAPPER’S FARMER Subscribers? ... 
read what these Dealers think of them 


These customer-wise dealers of Emmetsburg, 
Palo Alto County, lowa—after inspecting the 
Capper’s Farmer subscription list for their area 
—reported: 

“These farm families are the above-avera e farm folk 
of this area.” | a S. Hite—Farm Weideaeass 


“90% good. Some are the very best in this region. 7 
R. V. Wright— Petroleum Products 


in been gets ae 


“This is a very good list of successful farm families. ee 
B. oad—Automobiles 


G. Middleton—Building Materials 
“The farm families listed here include many of my 


>”? 
best customers. 


C. G. W igdahl—Hardware & Appliances 
A swell list of farm families. We do business with 
sil of them.’ Ted Girard—Grocer 


“IT know at least 65% of these farm families person- 
ally and consider them all top customers. 
Jahn— Department Store 


ae Ree 


its readers—whom dealers rate as 


And what prosperous, responsive pupils! 1,300,000 dominant 
farm families of Mid-America... men, women and youth 
... find Capper’s Farmer indispensable. It brings them 

the exact sort of information, suggestions and advice essen- 
tial to their high standards of farming and living. That's 
why it plays such a major role in the buying habits of 


“favorite customers.” 


If you want these top farm families to respond to your 


advertising— put it in Capper’s Farmer. 


Advertising Age, July 1, 1946 


nine-column classified page was 
a fixture long before war condi- 
tions compelled most papers to 
adopt that format; (6) more in- 
dividual ads can be placed on nine 
columns; (7) nine columns aid 
makeup; (8) press run and han- 
dling costs are lower; (9) cost of 
composition and handling by the 
mechanical department are lower; 
(10) composing room work is 
simplified; (11) nine-column page 
offers more preferred space allot- 
ments for large advertisers, and 
(12) the advantage of charging 
by the line rate over the word 
rate. 


Few Report Complaints 


Of 82 newspapers recently ques- 
tioned about their use of the nar- 
row column format, 72 reported 
savings ranging from 8 to 30 
inches to the page, with the aver- 
age savings per page at 20.2 
inches, Mr. Ahrens said. Only 
two reported receiving many com- 
plaints, 48 had few complaints and 
31 had no complaints at all. 

Only seven papers said they 
would return to the old format, 
he said, and three have already 
done so. Of the 50 reporting com- 
plaints, 41 said they had ceased, 
seven said complaints had 
dwindled, and only two said com- 
plaints have increased. 

The few dailies which charge 
classified by the word instead of 
the line, Mr. Ahrens said, could 
establish a line rate that would 
carry with it a reasonable raise in 
rates, “and by going to nine col- 
umns could probably make $200,- 
000 or more a year on classified 
than they are making today.” 


Gotham Watch Plans 
Magazine Series 


Ollendorff Watch Company, 
New York manufacturer of 
Gotham and Ollendorff watches, 
will launch next fall the first in- 
sertions in an anticipated five- 
year magazine advertising pro- 
gram, calling for increased bud- 
gets every year through 1951, to 
promote Gotham watches. 

Color and black-and-white copy 
in such publications as Collier’s, 
Esquire, Life and The Saturday 
Evening Post, plus color adver- 
tisements in business papers, will 
be scheduled for this fall and the 
spring of 1947. Dealer mat serv- 
ices, displays, booklets and other 
merchandising helps will be made 
available to Gotham dealers 
throughout the country. H. C. 
Morris & Co., New York, is the 
agency. 


Plan More Dodge Ads 


Enthusiastic reception of a full- 
page Dodge-Plymouth dealer co- 
operative ad placed recently in 
Detroit papers has prompted wider 
use of similar copy in multiple 
dealer cities throughout the na- 
tion. Copy theme is service, stress- 
ing “double protection” for driv- 
ing comfort and maintenance of 
car value. Ruthrauff & Ryan, De- 
troit, is the agency. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


| BOGNER & MARTIN 


Sales Representatives 
NEW YORK CHICAGO 
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But Don, there was such a man! 
On May 24th, Don McNeill told a parable 


on his Breakfast Club program that inspires 


this thought for Independence Day. 


Down SAID: “I want to tell you a 
little parable this morning. This is purely 
a figment of my own imagination but Ill 
| bet you wish, just like I do, that it were 
true. 

“At the time this great nation was 

founded, there lived a man with great 
foresight, who was able to look into the 
future and predict with uncanny accu- 
racy, some of the things that would take 
place in this nation. At the time of the 
| adopting of our constitution, he said: 
“ “People of these United States aren’t 
going to have too easy a time with this 
| deal. As a matter of fact, in time, instead 
of working together for the good of all, 
such powerful groups may arise on one 
side of a question or the other, that it may 
be possible to throw this whole nation 
into a state of national chaos, even though 
at that time, the nation may have the 
greatest resources and greatest potential- 
ities in production of any civilized spot 
in the world. ; 

“*T hope when occasions like that 
| arise, there will be in our country, men 
with enough patriotism, sincerity, loyalty 
and aggressiveness, who will think less 
of their political future than the future 


of our country, and by peaceful demo- 
cratic means, work out a democratic and 
just and equitable solution that will get 
to the root of the evils. I hesitate to think 
what the result will be for the country 
if such a thing does not come to pass, 
for the country which reaches the great- 
est heights has the farthest to fall. 
“But I trust that the same God Who 
guided us when we founded this nation, 
will smile upon the men who will strive 


to keep it together when it needs Him 


> 99 
+ 


most. 


I enjoyed your talk, Don, but it recalled 
to me that when this great nation was 
founded there did live a man of fore- 
sight who looked into the future and 
predicted things to come. On September 
17, 1796 he spoke “To the People of the 
United States” and said in part: 


“The very idea of the power and the 
right of the people to establish govern- 
ment presupposes the duty of every 
individual to obey the established 
Government. 

‘All obstructions to the execution of 
the Laws, all combinations and associa- 


tions, under whatever plausible char- 
acter, with the real design to direct, con- 
trol, counteract, or awe the regular de- 
liberation and action of the constituted 
authorities, are destructive of this fun- 
damental principle, and of fatal tend- 
ency. They serve to organize faction, to 
give it an artificial and extraordinary 
force—to put in the place of the delegated 
will of the nation, the will of a party, 
often a smal] but artful and enterprising 
minority of the community; and, accord- 
ing to the alternate triumphs of different 
parties, to make the public administra- 
tion the mirror of the ill concerted and 
incongruous projects of faction, rather 
than the organ of consistent and whole- 
some plans digested by common coun- 
cils, and modified by mutual interests.” 


The name of this foresighted speaker 
was George Washington. The talk from 
which I have quoted is his Farewell 
Address. 

I think it is well to reflect, this Inde- 
pendence Day, that our Nation did not 
suffer from lack of foresight at its birth. 
W hat we must guard against is lack of 
foresight now! 


Yay Ct 


Collins, Miller & Hutchings 


CHICAGO PHOTOENGRAVERS 
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omen love problems, especially 
other women’s. Women believe 
. they are the sympathetic, soft- 
hearted, sentimental sex — especially among 
themselves. They spend daily hours ‘‘Confessing’”’ and 
listening to other women’s confessions. And 
the secret of the profound appeal of 


confession lies in that tiny word, “‘T’’. 


1 
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hen the buyers of True Confessions sit 


down to read, their defenses fall, their 
hearts open up, they laugh or cry along 
with the teller of the tale. It’s so personal. 


It’s told so intimately. 
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rue Confessions is unique 
in this editorial appeal — 
this “I’’ appeal. Its 
stories concern real folks who come 
across to the reader in their own words 
oat therefore are more real. 
The situations are homey, everyday — the 
solutions are ones which the readers 


might well work out for themselves. 


O 


n this way, True Confessions offers its 
advertisers a great readership in a most 
receptive mood. The readers of True Confessions 
are largely young women, between twenty and 
thirty, usually married, keeping house, raising 
children. They’re in the market 
for millions of dollars’ worth of products. 
They spend millions every year. 


But only True Confessions can offer advertisers these two 
advantages — one of the largest ABC newsstand 
circulations, plus the particularly open, sympathetic mind 
of the readers. Advertisers can combine 
these — the ‘‘I’’ appeal of True Confessions, plus 
the ‘‘Buy” appeal of their advertising— 
into an unbeatable way to 


sell their products. 


ne onfessions 


FAWCETT PUBLICATIONS, Inc., 295 Madison Avenue, New York 17, N. Y. 
WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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United Appoints Neff 


United Air Lines has named 
W. H. Neff, formerly public re- 
lations manager, Atlantic divi- 
sion, Pan American World Air- 
ways, to the newly created post 
of special assistant to W. A. Pat- 
terson, president of United, with 
offices in New York. Mr. Neff 
formerly handled New York pub- 
licity for United. During the war 
he joined the Navy as aviation 
assistant to the director of public 
relations, 


sha 


Parran Hits Drug 
Ad Claims on 40th 


Anniversary of Act 


Calls for Voluntary 
Clean-up of Radio 
Ad Standards 


New York, June _  26.—Dr. 
Thomas Parran, Surgeon General 
of the U. S. Public Health Serv- 
ice, declared that “standards self- 
imposed by the industries are 
urgently needed” to curb “the 
widespread use of extravagant 
claims and promises held out or 
implied in drug advertising on 
the radio.” 

Dr. Parran spoke at an all-day 
meeting at the New York City Bar 
Association commemorating the 
40th anniversary of the Pure Food 


& Drug Act, during which speak- 
ers from industry and government 
paid tribute to the contributions 
made by the act. 

He said that “the signs along 
our road point out quite clearly 
the value of industry-wide adop- 
tion of self-imposed standards in 
advance of restrictive legislation. 
They indicate also, as you can 
testify through your own industry 
balance sheets, that a philosophy 
of business practice based upon 
the welfare and protection of the 
consumer contains a major ele- 
ment of success.” 


Hits Radio Copy 


Dr. Parran expressed “a deep 
concern over some of the adver- 
tising techniques promoting the 
sale of products to the general 
population.” In calling for self- 
imposed standards, he said that 
“I am referring particularly to 
the widespread use of extravagant 
claims and promises held out or 
implied in drug advertising on the 
radio. 

“At almost any hour of the day, 
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Standard Oil Company of New Jersey 


McCann-Erickson, Inc., New York City 


CONTINENTAL 


'|Sterling Drug, 
_|tribute to the law and the man- 
_|mer in which it has been admin- 


listeners may hear announcements 
offering relief for a wide variety 
of human ills. . . An announce- 
ment which recommends that a 
certain product be taken every 
morning and night by everyone 
over 35, or states that three out 
of four persons suffer from vita- 
min deficiencies which are cor- 
rectible by taking X brand of 
vitamins, obviously is not in ac- 
cord with the therapeutic needs 
of the population.” 


Points to Newspapers 


Declaring that these were only 
“samples of a trend,” Dr. Parran 
conceded that any product to be 
widely sold must be advertised 
and that radio is an important 
medium. “However,” he said, “the 
enthusiasm of the sponsor (often) 
gets out of bounds. 

“In setting improved standards 
for drug advertising, radio can 
look to an excellent example. 
Some years ago the newspaper 
industry took aggressive action in 
cleaning up drug advertising in 
their columns, .. It is not too 
much to hope—even to expect— 
that the radio industry will do the 
same or even a better job once 
the need for such action has been 
made clear. You who are so 
keenly interested in both the wel- 
fare of the drug industry and the 
welfare of the common man might 


|| appropriately work out this matter 


with the leaders of radio and ad- 
vertising.” 


Tell of Industry Growth 


James Hill Jr., president of 
Inc., in paying 


istered, declared that “it is more 
than a passing coincidence that the 
four decades since the law’s en- 
actment should have been marked 
by giant strides in the art and 
science of compounding medicine 
on a commercial scale.” He said 


‘| that packaged medicine manufac- 


turers spend more than $10 million 
annually for scientific research, 
while S. DeWitt Clough, chair- 
man, Abbott Laboratories, Inc., 
said that pharmaceutical produc- 
tion is 15 times higher today than 
when the law was enacted in 
1906. 
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Clarence Francis, chairman, 
General Foods Corporation, in a 
speech broadcast by CBS said the 
food and beverage industry (ex- 
cluding alcoholic beverages) rose 
from $909 million in 1900 to more 
than $8 billion today and that the 
industry spends $24 million a year 
in research. Passage of the act 
in 1906 was “a significant symp- 
tom of a dawning change in busi- 
ness philosophy” and “the major- 
ity of business men, with certain 
unhappy exceptions, were earnest- 
ly in accord with the objectives 
of the proposed law,” he said. ' 

Dr. H. Gregory Thomas, of 
Bourjois Inc., representing the cos- 
metic industry, said that “we are 
not only satisfied but grateful for 
the way in which our problems 
have been met and solved.’ The 


U. S. cosmetic industry has grown 


from $5 million annual volume in 
1900 to $659 million in 1945, he 
said. 


Marshall Field Elects 
Six New Vice-Presidents 


Austin T. Graves, general op- 
erating manager of the retail 


es 


stores of Marshall Field & Co., | 


Chicago, and Harold J. Nutting, 
general merchandise manager, 
have been elected corporation vice- 
presidents. Four newly elected 
divisional vice-presidents include 
Garret L. Bergen, personnel man- 
ager; Lawrence B. Sizer, sales pro- 
motion manager of the Chicago 
and suburban retail stores; Hector 


A. Escobosa, general manager of © 


Frederick & Nelson, Field’s Seattle 
store, and Harold W. Whitcomb, 
assistant general manager of the 
manufacturing division. 


Monthly Hikes Rates 


Canadian Mining Journal, Gar- 
denvale, Que., has increased its 
rates, effective today. The new 
basic page rate is $110. The new 
basic page rate for the annual 
Canadian Mining Manual is $120. 
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ST. JOSEPH NEWS-PRESS 
- St. Joscph Onzette 


In Ohio reach 
home through 
a schedule in 
the Ohio Se- 
lect List. Cov- 
ering 58 of 
Ohio's 88 
counties, 
these 49 


CHICAGO 
~ CLEVELAND 


YOWRE SURE TO REACH “HOME” 


hometown dailies assure you a healthy batting 
average in merchandising and selling. 


OHIO SELECT LIST NEWSPAPERS 


*. * JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE - 


Ask about our 1946 con- 
sumer survey of the 
billion dollar Ohio Select 
List market. 
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_ Wine Company will 


You are invited to enjoy these oe 


choiee euvees. You ean see 


CS ce 
( ‘rand stal Wines 


NEW LINE—Roma Wine Co. will use 
this newspaper copy in its announce- 
ment campaign for a new premium 
wine line—Grand Estate. Spot radio 
and dealer aids also will be included. 


Grand Estate 
Wines to Make 
$200,000 Bow 


San Francisco, June 27.—Roma 
launch a 
$200,000 newspaper campaign July 
1 to introduce Grand Estate wines, 


_ its new premium line of dessert 


and table wines. 

Copy will run in 67 newspapers 
covering 65 major markets. Initial 
1,000-line ads will be used during 
the first month of the campaign, 
to be followed by 640 and 360- 
line ads. Spot radio also will be 
used in a few selected markets. 

Direct mail announcements have 
gone out to key retailers through- 
out the country and distributors 
are being shown new point-of- 
sale displays at introductory meet- 
ings. One of these, a window 
center piece, is a facsimile repro- 
duction of a formal announcement 
emerging from an envelope. An- 
other is a giant-size bottle topper, 
more than a foot high, surmounted 
by simulated velvet and crown. 

The Biow Company is the 
agency. 


Anderson Named A.M. 


of Arnold, Schwinn 

Felix S. Anderson, formerly di- 
rector of the extension department, 
National Safety Council, has been 
appointed advertising manager of 
Arnold, Schwinn & Co., Chicago, 
succeeding Merrold S. Johnson, 
now advertising manager of Edi- 
son General Electric (Hotpoint) 
Appliance Company. 

Before joining the National 
Safety Council, Mr. Anderson was 
account executive and vice-presi- 
dent of Jim Duffy Company, Chi- 
cago, for six years. 


TANGIBLE RESULTS OF 
PRODUCT IMPROVEMENT 


From August to December, 1945, the 
editors of The Oil Weekly travelled 54,000 
miles by air over the global field of oil 
production. When the war with Japan 
ended The Oil Weekly immediately put 
into operation its standing plans to follow 
its readers’ operations abroad . . . to get 
real “local color” for the monthly /nter- 
national Feature issues. 

It is significant that the paid foreign 
circulation of The Oil Weekly today is 59% 
above what it was when the war ended. 

1946 editorial itinerarics embrace Asia, 
Europe, the Far East, the Near East, the 
South West Pacific, and further field work 
throughout the entire South American 
continent. 


The OIL WEEKL 


New York Cleveland 
Tulsa los Angeles 


Houston 
Chicago 


Ted Patrick Named 
Editor of ‘Holiday’ 

Ted Patrick, with Curtis Pub- 
lishing Company since the first 
of the year, and previously direc- 
tor of the copy and art depart- 
ment and vice-president of Comp- 
ton Advertising, New York, has 
been named editor of Holiday, suc- 
ceeding J. Frank Beaman. 

Mr. Patrick served with Young 
& Rubicam for 16 years. During 
the war, he was chief of the 
graphics section of the OWI. When 


he joined Curtis several months 
ago, he had duties of directing 
work dealing with unusual pres- 
eutation of pictorial journalism. 


‘Plastics World’ Ups Rate 


Plastics World, published by 
Cleworth Publishing Company, 
New York, will increase its 2/9 
page, per unit, from $176 to $224, 
with a circulation of over 27,000. 
The new rates are effective July 1, 
1946, for new advertisers and 
with the January, 1947, issue for 
old advertisers. 


Schlachta Joins Doolittle 


R. E. Schlachta, formerly pro- 
duction manager of Building Sup- 
ply News, has joined Doolittle & 
Co., Chicago direct mail advertis- 
ing company, as assistant to A. S. 
Kott, production manager. 


Buys ‘Nick Carter’ Show 


Cudahy Packing Company, Chi- 
cago, will sponsor “Nick Carter,” 
originating in Mutual’s New York 
studios in the 6:30 to 7:00 p.m., 
EST Sunday slot, starting Sept. 15. 


ee 
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The program, which will advertise 
Old Dutch Cleanser, is for 52 
weeks and calls for approximately 
300 Mutual stations. Grant Ad- 
vertising, Chicago, is the agency. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you hew to sell yeur merchandise, 
books, courses, services, ete. 
ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 18, N. ¥. 
MEdallion 3-0813 


Near Crisis 


at Oxford Paper Company 


by Tony Barlow 


We 


AKING high quality paper 

calls for unusual skill and 
constant care—particularly when 
you are producing it at the rate 
of over 1,000 miles a day. Oxford 
has been doing this for years— 
and on a versatile line of over 
100 different papers. 


Despite the “know-how” of our 
veteran craftsmen—some in the 
third generation at Oxford — 
samples from every paper run get 
constant laboratory tests to make 
sure that each holds to Oxford’s 


high standards. 


CAN IT BE TRUE? OXFORD'S OUTPUT 
FOR THE DAY RUNS ONLY 999.9 MILES 
INSTEAD OF ITS USUAL 1000 MILES 


OF QUALITY PAPER. 


Papers are tested for flatness, curl, 
surface bond, and good printing 
properties. These laboratory tests 
are supplemented by Oxford’s 
progressive research, which con- 
stantly finds ways of making paper 
better and better. 


MILLS at Rumford, Maine 
and West Carrollton, Oho 


Fortunately, Oxford can maintain 
its high quality standards because 
its facilities are complete. It exer- 
cises direct control every step of 
the way from wood to finished 
paper. Think of Oxford whenever 
you need quality printing papers. 


Included in Oxford’s line of quality printing and label 
papers are: ENAMEL-COATED — Polar Superfine, Maineflex, 
Mainefold, White Seal and Rumford Litho C1S; 
UncoaTep — Engravatone, Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 
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G-E Will Aim 
Five-Year Plan 
at Rural Market 


Seeks Franchise 
of 3,000 New Type 
Farm-Home Dealers 


New York, June 27.—General 
Electric Company will launch next 
fall a five-year, company-wide, 
all department rural sales pro- 
gram, ‘“‘More Power to the Ameri- 
can Farmer,” designed to capture 
a good share of the estimated four 
billion dollars to be spent in the 
next five years by rural con- 
sumers. 

George E. Mullin, head of G-E’s 
farm sales division, told the farm 
marketing group of the American 
Marketing Association here that 
rural consumers will spend $750 
million for wiring homes and 
buildings, about $2.5 billion for 
home appliances, and almost $750 
million for electric farm produc- 
tion equipment, or an average 
over-all expenditure per county of 
about $250,000. 

The average income per farm 
family is now more than $4,500, 
and farm family savings are at an 
all-time high of more than $2,500 
per family, he reported. 


To Set Special Quotas 


G-E for the first time will set 
up rural quotas on all major ap- 
pliances, and by means of a fact 
tag on all appliances will deter- 
mine distributors’ rural sales. The 
tag will contain a detachable, 
postage prepaid, return postcard 
which the purchaser will be asked 
to return to Bridgeport, Conn., 
for warranty purposes. On the 
card the purchaser will be asked 
“Is your residence rural (under 
2,500 population) or urban (over 
2,500 population) ?” 

G-E will urge full-line distrib- 
utors to set up and franchise a 
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+ The Chester Times is the home 
newspaper of 135,000 readers. 
Your schedule in this powerful 
medium means extra sales. 


2 ALFRED G. HILL, Publisher 

C. L. EANES, General Manager 
MCKAY, Loco! Advertising Manager 
Represented by STORY, BROOKS & FINLEY 


new kind of dealer, the “farm 
and home (FH) dealer,” with a 
complete line of G-E appliances 
and equipment. The company has 
set a goal for 3,000 franchised FH 
dealers, and 15 or 20 independent 
full-line distributors interested in 
giving such a franchise. 

FH dealers will receive from 
G-E three books—the new 52-page 
“Farm Wiring Guide,’ showing 
the farm family how to get a good 
wiring job for its home and build- 
ings; “Electric Farm Production 


Equipment Guide,” listing all the 
equipment offered by G-E; and a 
new catalog, “General Electric— 
In the Home—On the Farm.” 


Will Sell by Mail 


In addition, G-E will set up 
for FH dealers a catalog mail 
order service, designed to enable 
the dealer to serve customers on 
all the products listed in the cata- 
log. This service will take the 
form of a booth or counter in the 
dealer’s store and will include a 


catalog, stock sheets, ordering in- 
structions, order forms, etc., so 
that he may obtain any item not 
in stock. 

G-E has a “very complete pack- 
age” for FH dealers’ use in local 
radio advertising and promotion, 
Mr. Mullin said. In 1941, he said, 
the company made available to 
dealers 24 five-minute radio tran- 
scriptions which were used on 
more than 100 local radio stations 
across the country. G-E this year 
will supplement these local com- 
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mercials with other one-minute 
and half-minute spot recordings 
and spot announcement scripts. 
Many movies and sound slide 
films are also being prepared. 
Other G-E dealer helps will in- 
clude direct mail service, displays 
and exhibits for use at state and 
county fairs, rural news releases, 
rural sales training schools, sales 
meetings, and cooperation with 
the national, state and county 
Agricultural Extension Service. 
The “More Power to the Ameri- 
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minute can Farmer” program will be i Dri s Said to be the first homogenized | Frick to Head 

ordings spearheaded, Mr. Mullin explained, Chic Wave ve Opens Damer el-Allison orange juice distributed in this area, Chi Mark 

scripts with a $50,000 company-wide color Conan Ean Gio. Lee the product is made in Damerel- cago Marketers 

slide movie outlining the objectives of ee Frigg nen pp homey iy its Bottled Or ange Allison’s plant and distributed| Robert F. Elrick, manager of 
S| ee te oe ae es oe eens wen Fulee ie GO. |Get ‘shee teres ane’ | oe, See Oe 
will in- other films and promotion mate-| ration. MacLaren vertising, To- roc s ) : 

lisplays rial in key cities across the coun- | ronto, is the agency. Covina, Cal., June 26.—Damerel- | dairy firms for direct sales to pene al mg of the Chicago 
ite and try by headquarters and field per- —————- Allison Company, fruit packer, has|homes. It is also being sold by| chapter of the American Market- 
aleases, sonnel of all G-E departments. Names Nathans V.P begun advertising and distributing | drug stores, hotels and restaurants.|ing Association. He succeeds 
3, sales Presentations will be given in the age bottled homogenized “D and A| As part of the promotion cam-| George H. Brown, assistant pro- 
1 with form of one-day meetings, ex- Pn a Bromma Rt AO ee Pure Orange Juice” in western|paign, sample containers of the| fessor of marketing, University of 
county plaining the five-year rural sales Seston Naw York last February markets. Potts-Turnbull Adver- new juice were delivered to adver- es dh, ton 2 
vice. promotion and the FH plan for) after his release from the Army, tising Co., Los Angeles, has been tising executives throughout the Spangenberg, Quaker Oats Com- 
Ameri- action. has been named vice-president. appointed to handle the campaign.|Los Angeles area last week. 


Attention! 


ST EE ee aE RE IO Oe Be Ee 


Here’s a problem that’s guaran- 
teed to stump any mathematical 
wizard! A problem too tough for 
even the Electronic Numerical 
Integrator and Computor, the 
latest aid to calculation, that solves 
in a matter of minutes equations 
that would be the work of a life- 
time for a mathematician or engi- 
neer! As a mathematical puzzle, 
it is hopeless; as a formula for con- 
trolling inflation, it is disastrous! 


Actually, the true formula for con- 
trolling inflation is not involved. 
It does not require the use of a 
Mechanical Brain, or even a slide 
rule. The answer, that should be 
apparent to everyone, is simply 


this: More production! Applying 
this formula to the problem at 
hand — controlling inflation — 
means getting down to the business 
of producing more of everything 
that America wants: more houses, 
more household appliances, more 
automobiles, more clothes, more 
clothes lines, more clothes pins. 


We, at Chilton, feel that there 
should be no further delay in put- 
ting this simple formula to work. 
We feel that immediate steps 
should be taken by the Govern- 
ment to remove all hindrances to 
ever-increasing production, the 
sole means of staving off the dis- 
aster of uncontrolled inflation. 


CHILTON COMPANY (Inc.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Chilton sources and influences are world-wide. 


© 


100 East 42nd St. 
New York 17, N. Y. 


pany, first vice-president; Richard 
E. Snyder, marketing economist, 
second vice-president; Prof. Ralph 
H, Oakes, De Paul University, sec- 
retary, and William R. Kier, 
Libby, McNeill & Libby, treasurer. 


Duo-Therm Catalogs Out 


Duo-Therm division of Motor. 
Wheel Corporation, Lansing, Mich., 
has printed two full-color catalogs 
for consumers, one on its line of 
fuel oil heaters and the other on 
water heaters. The company is 
also using direct mail, broadsides, 
spot announcements, displays and 
other promotional helps for deal- 
ers. 


“BETTER 
THAN 
AVERAGE” 


108,500 Readers... Each With 
$1,180 To Spend. , 


Where can you find coverage like 
this in any city zone, anywhere? 
Pantagraph Land includes wealthy 
McLean County, one of the top 
620 of the 3,068 counties in the 
United States... in retail sales 
($665 per capita), in sales po- 
tential, in wholesale sales, in value 
added by manufacture, in value 


of farm production, in popu- 
lation. 


Together 
with another publisher, Chilton Company (Inc.) has an 
equal interest in Business Publishers International Corpo- 
ration, publishing THE AMERICAN AUTOMOBILE (Over- 
seas Edition); EL AUTOMOVIL AMERICANO; INGENIE- 
RIA INTERNACIONAL INDUSTRIA; INGENIERIA INTER- 
NACIONAL CONSTRUCCION; and EL FARMACEUTICO. 


CHILTON 
a” 


The Daily Pantagraph has exclu- 
sive exceptional coverage in this 
wealthy market comprised of 
prosperous McLean County and 
portions of 8 adjacent equally 
rich, prosperous counties. Here 
are the ABC coverage figures: 
Bloomington city zone, 93%; 
McLean County, 86%; trading 
zone, 73%. Quality coverage in 
a quality market! 
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Hutchinson Joins Agency 


Charles F. Hutchinson, formerly 
sales manager of Prudence Foods, 
Inc., and who more recently con- 
ducted his own wartime business 
known as “Joe and Jane,” a mer- 
chandising service, has joined 
Chambers & Wiswell, Boston 
agency, as vice-president in charge 
of new business. John Burke, re- 
cently released from the Navy, 
will assist him. 


NO USE TURNING 
CUSTOMERS AWAY 


And zot yon may If You 
Cs) us at. 
There’s a 7 billion Manufacture 
dollar market you and Sell 
could encourages COSMETICS 
simply by letting& 
these pee e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
great and growing market. 


Merger Trend Stifles 
Competition, Wallace Wars 

Washington, June 27.—With cor- 
porate mergers soaring to the 
highest point since 1931, Com- 
merce Secretary Henry Wallace 
warns that competition may be 
reduced and opportunities for 
small business limited unless the 
trend is reversed. 

Reporting on trends in alco- 
holic beverages, paper, metal 
working and other industries, the 
Secretary said mergers stem from 
the highly liquid condition of cor- 
porations plus “their ownership 
of well established nationwide 
outlets and their nationwide ad- 
vertising programs.” 

Discussion of mergers was stim- 


By STANLEY E. COHEN, Washington Editor. 


ulated by a spectacular report of 
the Senate small business com- 
mittee, which says that 63 of the 
largest industrial firms have over 
$10 billion of net working capital, 
“sufficient to purchase the assets 
of 94% of the total number of 
manufacturing corporations in the 
United States.” 

During the summer, the initia- 
tive will shift to the House small 
business committee’s new monop- 
oly investigation, which will prob- 
ably go into “special selling ar- 
rangements” enabling manufac- 
turers to impose their sales poli- 
cies on distributors and retailers. 

* * * 


Conferees sweating out agree- 
ment on a compromise price con- 


. 3 ww 


%, 


Last year 140,350 farms in Southern 


Agriculturist’s market became electrified 
. . . an increase of 16.2% over 1944. On 


December 31, 1945 a total 


Southern farms had electric power, an in- 
crease of 66.7% in five years! These are 
Edison Electric Institute figures. 


Today there is a world of sales-power in 
the farm South . . . spendable cash amount- 
ing to $4,439,270,000.* Southern Agricul- 
turist can plug you in to this bright mar- 
ket. It will tell your sales story to over 
961,000 farm families whom it informs, 
counsels and entertains every month in the 
year. Southern Agriculturist produces ex- 


ceptional advertising results. 


LECTRIC WIRES” 


/ carry a lot of Sales Power 


have 


SP 


of 1,005,900 


Farmers in the south 


of Agricultural U. S.* 


35.6% of total 


ENDABLE 
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*Source: Crops and Markets, 
U. S. Department of Agri- 
culture, Oct. 1945. 
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trol bill heard several of the “lib- 
eral” members of Congress advise 
a last minute “Save OPA Rally” 
of consumer groups to go on a 
buyers’ strike. About 1,000 repre- 
sentatives of the protesting organ- 
ization signed a “strike” pledge 
which was to be presented to the 
NAM. 


* * * 


Now that there is little possi- 
bility of a Census of Business or 
Census of Manufactures for 1946, 
marketing executives will appre- 
ciate a state-by-state report on 50 
basic economic facts which the 
distribution division of the Bureau 
of Foreign and Domestic Com- 
merce is completing. Based on the 
current data accumulated by a 
variety of government agencies, 
the report will recapitulate popu- 
lation shifts, gross product and 
similar data for the years 1939-45. 

* * * 


Last of the wartime paper re- 
striction orders will pass away 
shortly, when CPA is expected to 
lift inventory ceilings on news- 
print. A further price hike on 
newsprint remained a distinct pos- 
sibility this week, after OPA Chief 
Paul Porter instructed his under- 
lings to take another look before 
turning down the request of man- 
ufacturers. 

* * * 


FCC publicity people make a 
newsworthy feature story of the 
commission’s plans for keeping 
nearly half a million licensed 
transmitters in their assigned 
hands. Dramatizing the new uses 
of radio, FCC saw as many as 
1,400 standard stations, 3,000 FM, 
300 television, 50,000 radio- 
equipped planes, 200,000 walkie 
talkies and 100,000 amateurs in 
the near future. 

* * Bo 


Since it has not been forthcom- 
ing elsewhere, CPA Chief John 
Small put in a good word for his 
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building restrictions as a brake on 
non-essential construction. Ac- 
cording to Mr. Small, CPA dis- 
couraged 450,000 of 500,000 pro- 
posed commercial projects in an 
1l-week period, approving 31,457 
of the remainder and denying 14,- 
971. 
* * * 

Statisticians have their eye on 
a wealth of balance sheet data 
which has poured into OPA since 
February, as scores of industries 
sought price increases under the 
wage-price policy adopted follow- 
ing the steel strike. Discounting 
the freak cost relationship stem- 
ming from wartime conditions, 
economists say a lot of valuable 
data on distribution costs can be 
salvaged if OPA will agree to 
release tabulations. 


* * * 


Government advertising has be- 
come an important source of reve- 
nue for many classes of publica- 
tions. War Assets Administration 
has used 1,050 separate news- 
Papers, and business papers in 30 
different industrial fields, with as 
many as four or five pages in an 
issue of a major business paper. 
War Department has been active 
in dailies and radio, as well as 
9,500 weekly, tri-weekly, and four- 
times weekly papers. 


CLOSING DATE 


On Advertising 
Immediately. 


serine 


Final closing, noon 
Thursday in Chicago, 
eleven days preced- 
ing date of issue. 
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make . 


Dispatch-Pioneer 


% From U.S. 
1940 Census 


families. 


@ Nearly 
with more than $1,000,000,000 effective annual 
buying income makes St. Paul-Minneapolis the 
9th largest market in the United States.” 


The St. Paul half is covered only by the St. Paul 


city zone circulation. No other daily newspaper 
has even as much as 10%, coverage of St. Paul 


the 9th Largest Market! 


® Touch a match to. St Paul with your advertis- 
ing and your sales cash register will make as 
much noise as this firecracker is going to 
. . because St. Paul is proportion- 
ately as big in the world of markets as this 
firecracker is in its own world, 


800,000 population 


Press with 163,387 combined 


“ST. PAUL DISPATCH - PIONEER PRESS 


SAUNT PAUL. 


MINNESOT 


RIDDER-JOHNS, INC.—Notiono/ Representatives 


NEW YORK 


CHICAGO 


DETROIT 


_ST. PAUL 
342 Madison Ave. Wrigley Bldg. Penobscot Bidg. Dispatch Bidg, 
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Cosmetic ‘Novice’ 
to Use ABC Show 


in National Drive 


Chicago, June 25.—With all the 
energy of a vigorous youngster, 
Kay Daumit Company, maker of 
Lustre - Creme shampoo, will on 
Sept. 2 move in shoulder to 
shoulder with Swift & Co. and 
Philco Corporation to sponsor one 
quarter of the one-hour “Break- 
fast Club,” daily Monday through 
Friday ABC show. 

Sponsorship of the “Breakfast 
Club” time represents another 
major promotion in the four-year 
history of this spectacular hus- 
band-and-wife partnership, which 
has mushroomed into an estimated 
million dollar business despite un- 
certainties of the war years. 

Kay and Harry Daumit entered 
the cosmetic field when his for- 
mer business of marketing elec- 
trical appliances was knocked out. 
A highly unusual “repeat order” 
demand for Lustre-Creme encour- 
aged them to try department store 
and cosmetic and drug store dis- 
tribution, 

The business grew so fast that 
they built a four-story plant in 
Chicago and broadened their line 
to include perfumes (Forever 
Amber), colognes, sun-tan prod- 
ucts, lipsticks and a man’s cologne 
(White Shirt) and talcum. 

While advertising expenditures 
for the past year remain undis- 
closed, current advertising plans 
include space in 42 national maga- 
zines, including Collier’s, Life, The 
Saturday Evening Post and various 
screen magazines, as weil as nine 
business publications, and dealer 
cooperative copy in newspapers 
from coast to coast. 

Expansion plans include adding 
about double the number of rep- 
resentatives, which will raise sales 
personnel to about 140 nationally. 

Hill Blackett & Co. is the agency. 


Admen Elect Wiswell 

George C. Wiswell, treasurer of 
Chambers & Wiswell, has been 
elected president of the Advertis- 
ing Club of Boston. Other new 
officers are: First vice-president, 
Harold E. Fellows, Station WEEI; 
second vice-president, M. Alvah 
Blanchard, Christian Science Pub- 
lishing Company; treasurer, Ar- 
thur V. Howland, Tileston & Hol- 
lingsworth, and secretary, G. 
Warren Cochrane Jr., Cochrane 
Company. 


hb 0 


@ Among ALL 6 of Buffalo's 
downtown, Main Street de- 
partment stores, 58.8% of the 
1945 advertising lineage ap- 
peared in the Courier-Express. 


Individual figures were: 
Store A 


=mooe 


These stores know what makes 
customers buy. You can take 
their word for it...in Buffalo 


You Need the 


Bolen roe 


a Buffaio’s Only _ 
he Morning and Sunday Newspaper — 


Serial Time Switched 

‘Rosemary,’ 15-minute across- 
the-board serial heard over 55 
CBS stations for Procter & Gamble, 
was shifted from its 2:30 p.m., 
EDT, spot to the 11:45 a.m.-noon 
spot starting June 24. Benton & 
Bowles is the agency. 


Art Studio Vacations 


Keystone Art Studios, Chicago, 
will be closed from June 21 until 
July 15, vacation period scheduled 
for the entire staff. 


Huff Rejoins Marsh Wall 


Robert A. Huff, recently re- 
leased from the Navy, has re- 
joined Marsh Wall Products, Inc., 
Dover, O., manufacturer of Mar- 
lite plastic finished wall paneling, 
as advertising manager. 


‘Jobber’ Makes Bow 


Dealer Publishing Company, 
Los Angeles, publisher of Dealer 
News, has launched Automotive 


of automotive supplies, parts and 


Jobber, a monthly for wholesalers | 


| 


at 


accessories, with a controlled cir- 
culation of 3,500. Don L. Hoxie, 
formerly merchandising manager 
of Dealer News, is editor. Bob 


25 


Mann is automotive editor, Ken- 
neth Lindley is advertising man- 
ager and Charles Reaume has 
charge of national advertising. 


HARRY E. BURKE STUDIO ~~ 
230 EAST OHIO ST. CHICAGO, ILL. 1! 
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HERE’S THE MAGAZINE THAT 


BRINGS YOU YOUR GREATEST 
en ON EARTH! 


outside U. $. 36¢ 


A McGRAW-HILL PUBLICATION 


SCHOOL FOR TELEVISION. “Here's how” story 


EXPLORERS OF THE SKY. V-2 Rockets. Weap- 


ons of war, tools of peace. Their story told in 
dramatic photos, fast-moving text. 


SEEING IN THE DARK. Science is helping the 
blind “see”. This article tells how electronics 
contributes to their comfort and well-being. 


on television. Takes you behind the scenes of 
visual home entertainment. 


FOR INFORMATION, SPACE RATES, ETC. 


WRITE, PHONE, WIRE 


McGRAW-HILL PUBLISHING CO. 
330 West 42nd Street 
New York 18, N. Y. 
MEdallion 3-0700 
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1. EXPLORERS OF THE SKY 
2. HOW LIFE BEGINS 


See page 15 


3. SCIENCE GALLERY 


See poge 2) 


4. CHICAGO U. INSTITUTES 


See pege 70 — 


See poge 27 


6, PROSPECTING BY PLANE 
6. ELECTRONIC TRAIN"=* " 
7, JUNGLE ON A MOUNTAIN 
8. SUBS IN ACTION 
9. SEEING IN THE DARK 


See poge 4! 


10. BYE, BYE FLASH BULBS 
11. UNDERWATER CAMERA 


See page 9! 


12. NOBODY LOVES A BARNACLE 


See poge 48 


13. MORE PAPER—WHEN? 


15. FLOWERS FROM HAWAll 


See poge 54 


16. PENICILLIN—ON THE SKIDS? 


See poge 56 


1]. WHATZIT? Se 
18. LIFE IN POND WATER DROP 


See poge 58 


19. “FIRE-EATING” PETS 


20. SHORAN ee 
21, SCHOOL FOR TELEVISION? 
22 1S THERE ANY DEFENSE? 
73. SUNTAN AND YOU 
4, WEED MMLERS 


25. DEADLIEST FUTURE WEAPON 
26. ATOMS FACE CAMERA 
27. A QUESTION OF CLIMATE 


See page 103 


AT NEWSSTANDS 


THIS SCIENCE ILLUSTRATED AD APP 


~.Science 
ILLUSTRATED 


ON SALE AT HEWSSTANDS TODAY! 


DEVELOPMENT OF EMBRYO FOOT. a. 
embrye grows, new otguns appear and 
begin to take form. Below —a foot 39 


42 DAYS. Fut, tike other timbs, starts 47 DAYS. The bud grows. Shape of 63 BAYS. At end of nine weeks, foot 
4s 6 simyte bud of tissue protruding the foct emerges. As it increaseg in has characteristic shape. Soon tue- 
frean embryo trunk. Only position size, a Jong arch of bones develops nails appear. Only hardening of boucs 
dastinguishes legs from orma, between heeft and toes remains for full de. topment 


Two of 27 features in 


— Science ILLUSTRATED 
for ay on today! 


SUNTAN 


AND ULTRA VIOLET 


Undoubtedly you have suffered more than 
ence the torturous pangs of erythema. 
Erythema? That's simple, uncomfortable 
sunburn, Why is it so painful? Can it be 
checked? Need you turn red as a boiled 
lobster instead of golden brown? You'll find 
the answers in a timely article in July 
Science Iilustrated. Read how the sun's 


ultraviolet rays raise cain with your skin SUN-WORSHIP, city style, These Jassics would stand HOW GOOD ARE sunton ointruents? The spectroscope 


& much better chance of tanning at the seashore. measures the worth af anti-sunburn jotions, If vou 
-- how, if combatted Properly . these rays Ultraviolet rays, which burn and color the skin, are haven't a spectroscope handy, choose a preparation 
can tan you rapidly, coolly. greatly reduced by city smoke, dust, exhaust fumes, containing 0"; phenyl salicylate for a painless tan, 


opment — within the womb! 


Now, in graphic picture form —the fascinat- 
ing story of life's beginning, the drama of an 
unborn child's growth from egg-and-sperm 
to 10-week old fetus! This most wonderful 
of ail natural phenomena appears in com- 
plete detail in the current issue of Science 
Iustrated. See the dramatic photos of an 
actual human embryo in various stages of 
development. Read why a new-born babe is 
really “old”! It’s all in Science Iustrated. 


vg 1S CHORION? The first four weeks of pregnancy are, 


‘or the most part. given aver to development of special 


structures which safeguard and nourish the embryo the 
chorion, # spherical sac containing prote cting fluid in 
which dn embryo fluats the villi, « fluffy growth on 
chorion surface which establishes contact with mother's 


blood vessels te carry in nourishment and o uxygen, to carry 
off waste Shown shove~a 28-day-old embryo inside chorion 


SP IMPLANTATION: Here is one of the most amazing pictures 
ever published . . . in Science Mustrated’s miracle of life 
feature—a picture of what as perhaps the earliest human 
embryo-ever photographed shows the frst stage of 
human embryonic develapment! All photus in this ine * 
formative article were taken by an expert technician in 
the Carnegie Institution in Washingtan. Many of them 


are new published for the first time anvwhere in July 
Science Mustrated. 


EARS COAST-T0- COAST IN THIS WE 


EK'S NEWSPAPERS ! 
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THREE OUT OF EVERY FOUR American 
youngsters between eight and twenty years 
old call comics magazines their favorite 
reading. No wonder advertising in comics 
magazines really pulls. 


BRAND PREFERENCES are absolutely defi- 
nite, clear and strong in three out of four of 
these same youngsters. But in some cate- 
gories BRAND PREFERENCES RUN AS HIGH 
AS 98%. 
bicycles — 26 categories of separate items 
—was studied by Stewart, Brown & 


Everything from candy bars to 


Associates for Fawcett. 


THE BUYING POWER of these millions of 
youngsters is huge now. It grows, of course, 
as they mature. Their brand preferences, 
established now, grow in importance to you. 


7 


MILLION-HEIRS KNOW WHAT THEY WANT 


Today they spend millions and influence the 
spending of their parents’ millions — but 
tomorrow they will form virtually the whole 
of your market. 


FAWCETT COMICS is a strong-pulling adver- 
tising medium reaching this great and 
Srowing market. Your advertising should 
be in Fawcett Comics regularly — to help 
these million-heirs favor your product. 


FAWCETT COMICS GROUP 


4,493,178 ABC Circulation, 2nd 6 Months, 1945 


Captain Marvel, Jr. Whiz Comics 
Wow Comics Funny Animals 
Don Winslow of the Navy 


Captain Marvel 
Master Comics 


Captain Midnight 


Fawcett Publications, Inc. 
295 Madison Ave., New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 


Half of Urban 
Families Want 


Video Receivers 


New York, June 26.— Nearly 
half of the urban families in the 
U. S. are potential customers for 
home television receivers, for 
which they expect on an average 
to pay between $100 and $250; 
three out of four of these families 
would prefer to have color tele- 
vision, but the majority will not 
pay more than $100 extra to get it. 

These are some of the findings 
reported last week by Frank Mans- 
field, director of sales research, 
Sylvania Electric Products, Inc., 
following a company survey of 
home radio listeners in the urban 
market, 

Of those interviewed, 26.6% 
definitely planned to buy video 
sets, he said, and 18.5% were con- 
sidering it but had not definitely 
made up their minds. “In other 
words, 45.1% or possibly 9,603,- 
000 families are considering the 
purchase of a home television set.” 

Asked what they expected to 
pay, 58.9% said $100 to $249 and 
31% from $250 to $500. Only 3.4% 
expected to pay less than $100, 
while 5.9% were willing to pay 
more than $500. 

Eighty per cent would be satis- 
fied with a set which four persons 
could view at once, but many ap- 
parently did not realize how 
screen sizes affect the cost of sets, 
since more than 60% wanted a 
screen 10x15 inches to 17% x 20 
inches or larger. 

“There’s little evidence that tele- 
vision will supplant movies in the 
public’s mind,” Mr. Mansfield re- 
ported. “People think of television 
in terms of a new active medium, 
particularly for sports, spot news 
and drama by real people.” <A 
third of those questioned looked 
forward most to sports telecasts. 


Sponsors Radio Shows 


The Perfex Company, Shenan- 
doah, Ia., maker of Perfex Super 
Cleaner, is sponsoring the Stamps 
All-Star Quartet on Station 
KWFT, Wichita, Mondays through 
Fridays, as well as the Black- 
wood Brothers Quartet on Station 
KMA, Shenandoah, and KLRA, 
Little Rock, Mondays through Fri- 
days. Buchanan-Thomas, Omaha, 
is the agency. The company has 
also announced the addition to its 
sales staff of R. H. Dicks. 


Resumes Contest 


Fisher Body Craftsman’s Guild, 
Detroit, has resumed its contest 
for Napoleonic coach-building and 
model car construction. This year’s 
contest will offer eight scholar- 
ships and 588 cash awards to boys 
who build models. The Crafts- 
man’s Guild is a foundation spon- 
sored by the Fisher Body division, 
General Motors Corporation, and 
was established in 1930. 
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Advertising Age, July 1, 1946 
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HOME HELP—This is one of a series 

of women's magazine pages scheduled 

by Beauty Counselors, Grosse Pointe, 

Mich., for its personalized beauty 
service in the home. 


Unusual Artwork, 
NewApproachKey 
Cosmetic Drive 


Grosse Pointe, Mich., June 26.— 
Beauty Counselors, Inc., cosmetic 
maker, has switched its advertis- 
ing from emphasis on its person- 
alized beauty service in the home 
to an unusual campaign based on 
an altered selling approach and 
on illustrations of women’s profiles 
in white against four-color back- 
grounds, prepared by Edward Buk 
Ulreich. 

Dominating the ads, which will 
appear this summer and next fall 
in the Christian Science Monitor, 
Glamour, Good Housekeeping, 
Harper’s Bazaar, Mademoiselle and 
Vogue, the illustrations show fe- 
male heads in Grecian profile, with 
contour indicated in pencil to 
make a striking contrast with the 
pastel shaded backgrounds. The 
company makes its approach to 
three specific groups of women— 
those in or reaching middle age, 
those who feel homely and those 
who tend to sacrifice individuality 
by imitating others in use of cos- 
metics. 

One ad is captioned “Facing 
Forty,” another asserts “There is 
no such thing as a homely 
woman,” and a third asks, “Whose 
face are you trying to wear?” 
Each offers the company’s service 
of personal counsel on cosmetic 
use and “private make-up lesson 
(without obligation).” 

The campaign will be supple- 
mented by ads in Archives of 
Dermatology, Hygeia and Journal 
of the American Medical Associa- 
tion, designed to enlist support of 
doctors and skin specialists. 

Campbell-Ewald Company, De- 
troit, is the agency. 


Form Columbus Company 


R. B. Howard & Associates, pub- 
lic relations organization, has been 
formed by Raymond B. Howard, 
president, and Robert E. Minshall, 
secretary-treasurer, at 79 E. State 
St., Columbus, O. Mr. Howard, 
for the past three years president 
of Newspaper Advertising Service, 
newspaper representative, will 
continue as publisher of the Madi- 
son Press, London, O. Mr. Min- 
shall, who served with the Army 
during the war, has engaged in 
newspaper and magazine writing 
and photography. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. Chicago, Ill, 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 
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— OO ee 
| $elf-ovident to thinking men—in_ 
- | | the times of Diogenes as well as 
k + 3 in this modern world—is the fact 


“thet all the freedoms of mankind — 
: are based on the freedom of — 
F  Whoughtand speech, 
«Restrict freedom of the air, or 
freedom of the press, and no 
ee freedom exists. 


THE GOODWILL 
, | ae STATION, INC. 
DETROIT 


"“MICHIGAN’S GREATEST ADVERTISING MEDIUM” 


Columbia Broadcasting System Basic Station e Fisher Building, Detroit 
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Scripps-Howard 
Begins Campaign 


New York, June 25.— After an} Washington, 


|newspaper cities, the campaign 
/will appear in newspapers in Bos- 
ton, Chicago, Detroit, Los An- 
|geles, Philadelphia, St. Louis and 
in Life, Newsweek 


258-Foot Camden 


Sign Features 


absence of more than 10 years,|and The Saturday Evening rect | Late Headlines 


Scripps-Howard Newspapers have | and in seven advertising and pub- | 


resumed national advertising with 
a campaign on the “power of pub- 
lic opinion,’ through Lennen & 
Mitchell. 

In addition to Scripps-Howard 


The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 
the Central West. 


lishing business papers. 

| The campaign will show specific 
/examples of public opinion solving 
| “little problems,” and will stress 
the force of public opinion in solv- 
/ing major national and interna- 
| tional problems. 


‘El Embotellador’ 
Starts in October 


Keller Publishing Company, 
New York, publisher of the Na- 
tional Bottlers’ Gazette, has an- 
‘nounced a Spanish-language 
| bottling business paper called El 
Embotellador, the first issue of 
which will appear in October. 


| will have controlled circulation, 


| and the advance guarantee is 2,580 


| copies. Closing date for advertis- 


| ing in the initial issue is Sept. 1. 


The new paper is a quarterly, | 


Camden Courier - Post and R. M. | 
Hollingshead Corporation, maker 
of Whiz auto maintenance and 
household products, have erected 
an illuminated outdoor sign here 
destined to rank as one of the 
greatest eye-catchers in the nation. 

Erected adjacent to the Hol- 
lingshead plant on heavily trav- 
eled Admiral Wilson Blvd., the 
sign is 258 feet long and features 
a 46x 16-foot facsimile of the top 
of the newspaper’s front page, 
built to allow up-to-the-minute 
changes in news headlines. Hol- 
|lingshead products are featured 
on the rest of the mammoth sign. 


Changed Three Times Daily 

| Double-bank banner headlines, 
/approximating those of actual 
\latest editions of the paper, are 
| changed three times daily. Letters 


l 


(ho 


(nat 


Ui 


Camden, N. J., June 26.—The, 


Wall. Fag 
inten) ™ 4a 
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HEADLINER—The Camden Courier-Post and R. M. Hollingshead Corp. provide 
news headlines in this 258-foot sign adjacent to the manufacturer's plant in the 


New Jersey city. 


for the headlines are two-foot- 
high sheets of plywood placed on 
metal runners, as devised by L. P. 
Orchard, General Outdoor Adver- 
tising Company construction engi- 
neer. Russell E. Conley, advertis- 
ing director of Hollingshead, and 
Joel L. Irwin, promotion manager, 
Courier-Post, worked out details 
of the display. 

Traffic on the road currently 
totals about 50,000 cars daily, with 
much greater traffic expected as 
auto travel increases’ generally 
and after completion of a new air- 
port express overpass being built 


Mrs. Young is young... under 30 years old. 


Three out of every five Today’s Woman 
buyers are 35 or under. Three out of five 
buyers of the other service magazines are 
35 or over. 


Mrs. Young is the smart, young homemaker. 
Over 75 per cent of Today’s Woman read- 


ers are, or have been married. "Way over 
half of these keep house for their husbands 
and children — two children, usually. 


Our Mrs. Young is well groomed . . . 
well informed . . . well dressed. 


Mrs. Young gets the best for her children. 
Mrs. Young entertains smartly. 


~ 


Mrs. Young’s magazine is TODAY'S WOMAN... 


because — like her clothes, her cosmetics, 
her car, even her home — Today’s Woman 
is tailored to her. 


TODAY'S WOMAN is not aimed at teen-agers 


like so many of those new magazines, 
nerally too youthful in purpose for 
Tes. Young. 


TODAY’S WOMAN is not aimed at older women 


who form the eat majority of the buyers 
of the four other service magazines. 


TODAY'S WOMAN is the only magazine 


@aimed at the younger, married women and | 
edesigned only for the smartest of these, 
the cream of today’s young homemakers. 


Only in TODAY'S WOMAN does Mrs. Young get 


~~ ethe best in fiction with that special young- 
mature appeal — 
eauthoritative reporting on national affairs 
especially concerning young, married 
Americans — 
euseful-to-her departments — fashion, 
beauty, home decoration, child care, 
foods — keeping Mrs. Young in mind, not 
the older women, not the growing girls. 


a. 


Mrs.Young reads the young homemaker's magazine... 


TODAY'S WOMAN 


the young woman's service magazine 


nearby. 


McElligott Appointed 


Ford C. McElligott, formerly ac- 
count executive with Erwin, 
Wasey & Co. in Los Angeles, has 
been appointed advertising man- 
ager of Airquipment Company, 
Burbank, Cal., maker of ground 
handling equipment and aviation 
tools. 


Starts Sampling Drive 


County Perfumery Company, 
Bloomfield, N. J., has started a 
sampling campaign for its Bryl- 
creem hair dressing in New Haven. 
During the week ending June 29, 
girls passed out samples in Brook- 
lyn. Other cities will be selected 
later. Atherton & Currier, New 
York, handles the account. 


ABC Appoints Vernon 


Gerald A. Vernon, formerly in 
the sales department of American 
Broadcasting Company, Chicago, 
as national spot and local sales- 
man, has been appointed ABC ac- 
count executive. 


MAKING FIGURES TALK THROUGH 
GRAPHIC PRESENTATION 


CHART-FACTS sro") 


NYC ¥ 


Illustrated Brochure “G’” on Request 
Out of town inquiries invited 


%* Sales Management's 1946 Survey 


FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 17, N. Y. 
World's Largest Publishers of Monthly Magazines 


COVERED BY A GREAT 
METROPOLITAN DAILY 


Now nearly 80,000 net paid daily circulation 


Press-Gelearam 


RATIONING NOTICE: For best use of your campaign 
dollar, consult WILLIAMS, LAWRENCE & CRESMER, 


our national representatives 


New York CHICAGO 


SAN FRANCISCO 


DETROIT Los ANGELES 


In Greater Long Beach it’s the Press-Telegram! 


* 
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ANA Analyzes 
Circulation Data 
on 21 Magazines 


New York, June 26.—A picture 
of 21 representative magazine cir- | 
culations from the beginning of | 
the depression to the end of the) 
war, is provided by a recently-| 
released study of the Association | 
of National Advertisers. Called | 
“An Analysis of Net Paid Cir-| 
culation and Subscription Pro- | 
duction of 21 of the Leading 
Magazines,” the 14th study of a 
series attempts to give an over- 
all picture of each magazine’s cir- 
culation, with a breakdown of the 
methods used to procure and main- | 
tain that circulation. 

In characteristic ANA style, the | 
study leans hard on statistics and 
graphs, with comparatively little | 
interpretation provided. But mir- | 
rored in its prosaic figures are | 
some of the most fascinating 
stories in publication history. 


Circulation History 


From 1930 to 1945, magazines 
were born, battled and died in a 
continuous struggle for readership 
and distribution. If they survived 
the lean days of the depression, 
they went into the paradox of 
more readers than they could sup- 
ply, and more advertisers than 
their bulging pages would hold. 

The study dwells on methods of 
producing subscriptions—on long 
term offers, on special induce- 
ments, on premiums, on combina- 
tion sales. It shows that from 
1930 to 1940, subscription sales 
increased 29%, but fell off in the) 
war years 6%. It reports that the | 
average net paid circulation of the 
magazines moved up 29% from) 
1930 to 1940, and increased 12% | 
during the war. Of the 21 maga-| 
zines, only six used “boy sales,” | 
and these six gained 12% from) 
1930 to 1940, but this channel | 
was practically obliterated ated 
the war. | 


Up Use of Premiums | 


In subscription sales, the study | 
reports that various inducements 
increased markedly during the 
1930-40 period. “Sold with pre- 
miums,”’ for example, showed a 
gain of 312% during the prewar 
period, but only the “long term 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 


Showing Name—Date 
—Circulation of Pub- 
lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 
: BArctay 7-S371 


subscriptions” category gained 
during the war. 

The study was compiled by an 
ANA committee headed by Arthur 
H. Boylan, vice-president in 
charge of advertising and market- 
ing research, Drackett Company. 


NBC Adds KERO 


Station KERO, Bakersfield, Cal., 
operating with 250 watts power 
and owned by J. E. Hodman, has 
become the National Broadcasting 
Company’s 158th affiliate. 


Adds J. R. Brewster 


James R. Brewster, formerly a 
production associate of Encyclo- 
pedia Britannica Films and direc- 
tor of the Harvard Film Service, 
has joined Young America Films, 
New York, as assistant editor. 


Lasky Company Formed 
Philip G. Lasky, former general 
manager of Station KDYL, Salt 
Lake City, and in the radio field 
for the past 20 years, and Wallace 
F. Elliott, previously with Cardinet 


Candy Company, Oakland, and 
Rhoades & Davis Agency, San 
Francisco, have formed the Lasky 
Company, advertising agency with 
offices in the Eaton building, Oak- 
land. San Francisco offices will be 
opened in July. 


Paper Increases Price 


The Dubuque Telegraph-Herald 
has increased its subscription 
prices from $5 to $6 a year and 
$2.75 to $3.25 for six months, for 
Iowa, Illinois, Wisconsin and Min- 
nesota readers. 


Cover Catholic 
Schools, Churches, 
and Institutions 


35 W. WELLS ST.. MILWAUKEE 3, WIS. 


Ancther addition ta 
YANKEE NETWORK WANews Seruice 


Yankee wire recordings of headliners in the news; 
Governor Maurice J. Tobin, Massachusetts; Dr. Stoyan Gavrilovic, 
Chairman UN Site Committee; John Quinn, General Manager, Boston Braves 


The WIRE RECORDER] 


for on-the-spot reporting 


of headline news 


From fires and sports to politics and courts, 
news as it happens is being caught by Yankee’s 
wire recorder. 

More accurately than a reporter’s notebook, 
it gets the factual eye-witness account of the 


of the headline personalities participating. 
Yankee established one of the country’s 
first independent radio news services. The 
wire recorder is the latest addition to 
facilities which have made Yankee New 
England’s largest radio news service — with 
complete AP wires, International wires, direct 


local and regional staff of trained newsmen. 


including Cedric Foster, Bill Cunningham and 
Nelson Churchill with his “Nine O’Clock News”; 
plus play-by-play sportcasters such as Jim Britt, 
Tom Hussey and Lester Smith. 

Yankee “News While it is News” is on the air, 
on the hour, four times daily (since 1934), in 
addition to news flashes around the clock. The 
Yankee newsroom never closes. 

The great range of its news sources and 
mechanical facilities explain why Yankee has a 
long and impressive list of news beats to its 
credit — and why Yankee’s “News While it is 
News” is first with the New England audience. 


events 


Recent headliners in the 
News via 
Yankee Wire Recorder 


* 


Dean James M. Landis 
Harvard Law School 


news — the scene, the action, the exact words 


Father Daniel Linehan, $.J. 
Weston College Seismologist 


Irving Berlin 
Rudolph King, 
Mass. Registrar of Motor 
Vehicles 
Jake Lindsey 


Honor 


Stanley Kyriakides 


. P . 1946 B.A.A. Marathon Winner 
Washington wire, Reuter’s Service and a large 


Joseph P. Kennedy 
Former Ambassador to Great 
Britain 


Yankee has a distinguished list of commentators 


Joe Cronin 
Manager, Red Sox 


Billy Southworth 
Manager, Boston Braves 


Dr. Kirtley Mather 
Harvard University 


Denny Meyers 
Head Coach, Boston College 


Art Ross 


General Jonathan Wainwright 


Hero of Bataan 


Dick Harlow 
Harvard Football Coach 


Don Budge 
Pro Tennis Star 


Dr. Karl T. Compton 
President, M.I.T. 


THE YANKEE NETWORK, INC. 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


Winner Congressional Medal of 


General Manager, Boston Bruins 
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BRAND PREFERENCES 


Young Americans Know What They Want 


When 


Here Are The Preferences In Cold Cereals Of 


lt Comes To 


ame Taser te. 


Vital 8-to-20 Age Group 


PERCENTAGE 
NAME OF BRAND PREFERRING | 
General Mills Wheaties 19.9 
Kelloge’s Corn Flakes 13.8 
Kellogg’s Rice Krispies 12.7 
General Mills Cheerioats 7.6 
Kellogg’s Pep 7.0 
Post Toasties 4.0 
Kix Sf 
National Biscuit Shredded Wheat 3.0 
All other Kellogg cereals 2.5 
Grape Nuts 2.3 
Grape Nut Flakes 1.9 
Shredded Ralston 1.9 


* Less than 1% 


The Growing 


PERCENTAGE 

NAME OF BRAND PREFERRING 
All other Post cereals 1.2 
Quaker Puffed Wheat <4 
Quaker Puffed Rice . 
Quaker Sparkies . 
Post Bran Flakes : 
* 


Kellogg’s Shredded Wheat 

All other Quaker cereals 

Corn Flakes (brand unspecified) 
Shredded Wheat (brand unspecified) 
All other cereals (brand unspecified) 
All other cereals (brand specified) 
Don't know 

None—no preference 


INTERESTED IN HOW YOUR 
PRODUCT STACKS UP? 


30,000,000 young Americans have fa- 
vorites in everything they buy or use, 
whether it’s cold cereals or soft drinks, 
soap or dentifrices. Call or write and 
ask to see ‘Brand Preferences of Young 
America’ —a study of mass-selling 
products in 26 major classifications, 
based on over 5,000 personal inter- 
views, in 41 urban areas from coast 


to coast. 


You will find how you stand with Young 


America! 
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REMEMBER ® 


REMEMBER ® 


REMEMBER ® 


Every year between 2 and 3 million boys and girls become men and women, 
start new families, new homes, new markets. 


Every year between 2 and 3 million young Americans are born... pass from 
stage to stage . . . from babies to boys and girls to men and women. Every 
year they develop hopes, wants, needs. Every year between 2 and 3 million 
receptive minds absorb new preferences, formulate new likes about cereals 
and dentifrices and typewriters . . . about your product. 


These young Americans — and there are 30,000,000 of the vital 8 to 20 year 
old group — are an important factor in home consumption. And their likes, 
their needs, their desires are translated into buying. But they must be sold first! 


Three of every four youngsters of the 8 to 20 year old group are regular 
readers of comic magazines. The National Comics Group — young America's 
favorite magazines — with a guaranteed 8,000,000 ABC circulation monthly, 
plus a substantial bonus, is your best bet to reach America’s most impression- 
able market. 


MORE THAN 1/3 OF ALL THE PEOPLE IN THE UNITED 
STATES ARE UNDER 21. 


THE 30,000,000 YOUNGSTERS BETWEEN 8 AND 20 
HAVE DEFINITE BRAND PREFERENCES IN_ EVERY- 
THING FROM CHEWING GUM TO TYPEWRITERS. 


YOUNG AMERICA’S BRAND PREFERENCES ARE 
INCREASING OR DECREASING THE SALE OF YOUR 
PRODUCT IN THEIR HOMES TODAY. 


The National Comics Group 


ACTION COMICS BUZZY MUTT AND JEFF 
ADVENTURE COMICS COMIC CAVALCADE REAL FACT COMICS 

ALL AMERICAN COMICS DETECTIVE COMICS REAL SCREEN COMICS 
ALL FLASH COMICS FLASH COMICS SENSATION COMICS 

ALL FUNNY COMICS FUNNY FOLKS STAR SPANGLED COMICS 
ALL STAR COMICS FUNNY STUFF SUPERMAN 

ANIMAL COMICS GREEN LANTERN WONDER WOMAN 
BATMAN LEADING COMICS WORLD'S FINEST COMICS 
BOY COMMANDOS MORE FUN COMICS 


Represented Nationally By 
RICHARD A. FELDON & CO., INC. e 205 East 42nd St., New York City 


Chicago San Francisco Los Angeles 
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Ad Vets Group 
Founded in N. Y. 


New York, June 25.—The for- 
mation of a new veterans’ group, 
one primarily concerned with ad- 
vertising, was disclosed here last 
week when Association of Vet- 
erans in Advertising (World War 
II), or AVA as it calls itself, an- 
nounced a new program calculated 
to bring 2,000 members into its 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 
@ COAST TO COAST 
@ NO SUBCONTRACTING 
@ GUARANTEED SERVICE 
Dealer Identification Service 


De Wolf Window Valance Installers 


2203 Fairmount Ave., Philadelphia 30, Pa 


New York chapter, and a drive to 


spread AVA chapters across the| AVA, 


country. 


sponsoring activities beneficial to 
the advertising business, 
|} and the veteran at large; (6) pro- 


AVA now has 60 members, pri- | ™otion of higher standards in the 


marily people who have been 
placed in jobs through Veterans’ 
Guidance in Advertising and Sell- 
ing, a New York cooperative pro- 
ject supported by 29 associations 
in the advertising field which was 
formed last year to place veterans 
in advertising. The new group 


thus has a ready-made group of | 


prospects. 
Membership in AVA is limited 


_advertising business; (7) investi- 
gation of housing shortage; (8) co- 
|operation with federal and state 
agencies in veteran’s service; (9) 
|/providing fellowship opportuni- 
|ties; (10) support to the fullest 
| ‘American way of life... the Con- 
stitution” and to oppose “openly 
|}and vigorously any philosophy of 
government contrary to these 
| principles.” 

| President of the group is John 


to honorably discharged veterans | w. Hamilton Jr. of Business Week. 
of World War II in the New York | pirectors are Robert Koch, Morse 
oe ren Sigg Apcrigpinagys Fang International; Emmett Dean, New 
nirvana as no affilia- york Better Business Bureau; 


tion “with any other veteran, po- George Foley, Newell- Emmett 


Advertising Age, July 1, 1946 


CANDY COMMITTEE—Don Gussow, second from left, editor and publisher of 
Candy Industry, New York, brought together these executives to discuss plans 
for the publication's new annual award, the Kettle, to be presented to the 
Candy Industry Man of the Year at the convention of the National Confection- 
ers Association in Chicago. Left to right are: William A. Cleary, W. A. Cleary 
Corp., New Brunswick; Mr. Gussow; Percy C. Magnus, Magnus, Mabee & 
Reynard, New York; David P. O'Connor, Penick & Ford, New York, and Elmer 
G. Derby, Walter Baker & Co., Dorchester, Mass. 


litical or social group,” and plans 
none, the announcement said. 
The aims of AVA, as set forth in 
its original constitution, call for 
(1) mutual help in employment; 
(2) furthering the efforts of vet- 


erans’ guidance; (3) providing a} 
forum for exchange of professional | 
knowledge; (4) information on} 
legislative developments; (5) 


Company, and Robert Viano, Pic. 


Admen Elect Hoile 


Harry Hoile, J. Blach & Sons, 
has been elected president of the 
Birmingham Advertising Club. 
Other officers elected are: Clar- 
ence Killian, vice-president; Helen 
Silver, secretary, and Thad Holt, 
treasurer. 


Zs ere 


Greyhound lines <7 


Agency: Beaumont & Hohman, Inc. 


Greyhound Buses and Booth Newspapers 


Market coverage is important to bus 
companies and newspapers alike, and 


BOTH 


Greyhound Buses and Booth Michigan 


Newspapers both cover their markets 
completely. Currently, Booth papers are 


playing an important part in promoting 


vacation travel over Greyhound lines. 


You, too, can buy a ticket to one of 
America’s most important markets 
through Booth Michigan Newspapers. 


Get Around! 


Michigan’s key markets. Combined 
daily circulation—over 360,000 copies. 


For specifie information on 


Booth Michigan Markets call: 


John E. Lutz, 


You can cover the major part of Mich- 


igan’s “Other Half”’* with practically 
house-by-house coverage of eight of 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


435 N. Michigan Avenue, 
Chieago Ill 


* 2,602,055 Michigan buyers live outside the 
Detroit trading area. 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS. 


Macfadden Back 
with Whodunit 
After Five Years 


New York, June 25.— Bernarr 
Macfadden, who agreed to stay out 
of the general magazine field for 
five years after he sold his stock 
interest in Macfadden Publications 
to his former employes in 1941, 
announced his return to the busi- 
ness with a forthcoming fact de- 
tective magazine to be published 
next fall. 

The magazine will probably re- 
semble True Detective, which Mr. 
| Macfadden founded in 1923, four 
"years after he had pioneered in 
|the “true” field with True Story. 
|The latter achieved a circulation 
| of 2,000,000 in its first year, while 
True Detective rolled up 750,000 
before competitors appeared. 
| The new magazine will follow 
'the familiar Macfadden editorial 
/and production pattern. Its first 
| press run will probably be 200,000, 
and it will carry advertising, in- 
cluding color pages. 
| During his five-year hiatus, Mr. 
| Macfadden was active in his phys- 
|ical culture and health enterprises. 
The Macfadden Foundation owns 
three hotels, a military academy, 


three children’s camps and two 
children’s schools. In addition, 
his Physical Culture Publishing 
Company continues the publica- 
tion of Physical Culture, which he 
founded in 1898, as well as two 
other magazines, How to Reduce 
and Divine Healing Stories. The 
latter was formerly a Macfadden 
Publications’ property called Your 
Faith. 

Following Mr. Macfadden’s phil- 
osophy of health, the new maga- 
zine will not accept liquor, tobacco 
or patent medicine advertising. 


Appointed by ABC 


Gladys York, formerly assistant 
sales service manager of the 
American Broadcasting Company, 
New York, has been promoted to 
sales service manager, replacing 
Alfred Beckman, who resigned to 
become time buyer and business 
manager of Buchanan & Co.’s 
radio department. Donald Buck 
has been promoted from super- 
visor of station clearance to as- 
sistant sales service manager. 


Appoints Bayliss 

A. J. Bayliss has been appointed 
vice-president and general man- 
ager of J. C. Eno (Canada) Ltd., 
Toronto. Mr. Bayliss recently ar- 
rived in Canada from the com- 
pany’s home office in England. 


BEA 


New folder discusses Construction, Materials and Treatment, 
with examples of each. Handy to have when you are planning 


a catalog job. Write for a copy on your own letterhead. 


VERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 
g Covers, Ring Binders, Swing-O-Ring,. and Proposal Covers of BESTEX Artifi 
Leather. and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings % 
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Penn Broadcasting Company, op-| independent division of the Star-|notion centers set up specifically | ments, featuring the theme, “New 
Gannett Loses Its erator of WPEN and its FM/| Journal and Tribune Company. for teen-age sewers, and by hold-| Ideas in Frames,” will appear in 
n affiliate. —————E ing teen pattern fashion shows,|Charm, Glamour and Harper’s 
Application for ‘Seventeen’ to Fe ature yc demonstrations and sewing | Bazaar. 
New Utica Station Dailies Elect V.P.s Advance Patterns — B Pl a 
; ¢ The Minneapolis Star-Journal| Seventeen will launch in July arrett Drive Planne SIGHS OF LONG LIFE 
Washington, June 25.—Turning| and Tribune have elected the fol-|a monthly sewing section featur-| Barrett Plastic Products, Holly- 
down the application of the Utica|lowing as new vice-presidents: | ing “Advance patterns,” sized and wood, through Abbott Kimball FOR QUANTITY BUYERS 
Observer - Dispatch and three|Lyle K. Anderson, comptroller;| styled for teens, as well as articles Company, Los Angeles, will enter THE ARTKRAFT* SIGN CO. 
others, FCC last week proposed to| Stanley Hawks, executive assist-| to teach teen-agers the principles} national consumer media in July Division of 
establish a standard broadcast|ant to the president; Harold E.| of sewing. The 120 stores carrying| with a magazine advertising cam- Artkraft® Manufacturing Corporation 
station in Rome, N. Y., before| Perkins, business manager, and| Advance patterns will be asked to|paign to introduce the new Car- 100 Giiby . Une, Site SSS 
permitting a second standard sta- Joyce A. Swan, publisher of the | tie up with these pages by selling nival sunglasses and Adjusto pic- eaiiieiaaiant 
tion to be set up in Utica. Minneapolis Times, which is an|the featured patterns in fabric and|ture frames. Full-page advertise- — 
; In deciding tentatively in favor 
> of Copper City Broadcasting Cor- 
- poration, which plans to establish Bill Nevenfeldt 
/ a 250-watt local station, FCC said es 
k it would provide a “fair, efficient 
, and equitable distribution of serv- 
zs ice” to give Rome its own station 
rather than a booster outlet for a ; 
vo second Utica station. ial: 
n, Located near Utica, Rome re- 
ag ceived no primary service day or 
a~ night from either WIBX, Utica, or 
he WSYR, Syracuse, FCC said. 
vo The commission agreed that 
ce each of three firms which hoped Paul Proehl 
he to set up on 1450 kc. in Utica are 
en well qualified. 
ur Decision in favor of the Rome 
. applicant, Myron J. Kallet of 
i1- Oneida, operator of 40 motion pic- 
a@- ture theaters in about 20 upstate 
co cities including Rome, represented 
a second defeat before the FCC 
for the Gannett company, owner 
of the Observer-Dispatch. Several 
nt months ago the commission ruled 
he against Gannett in an application 
Ly, for a Binghamton station, observ- 
to ing at that time that the news- 
ng paper chain already held substan- 
to tial radio properties. 
SS Gannett radio properties include 
. § control of FM _ station WHEC,) 
“ Rochester, N. Y., four pre poy 
se stations in Rochester, Elmira, 
Dansville and Hartford, Conn., and | L7 
a minor interest in WABY and , 9 rd 
WORD, Adeay, sna WHEL, Gill Langdon WHAT’S IN A NAME? 
Olean. | 
ed In addition to Mr. Kallet, who 
i. holds 99.8% of the stock of the 
red proposed Rome station, FCC men-_ 
n- tioned Joseph S. Kallet, manager These names are familiar wherever good artwork is 


of the Kallet Rome theater, who 
holds 0.1% of the stock. 
FCC also canceled a_ hearing 


on applications for television) 


stations in Philadelphia when 


three of the applicants withdrew, | 


including Westinghouse Radio| 


Stations, Inc., Seaboard Radio 
Broadcasting Corporation and 
Pennsylvania Broadcasting Com- 


pany. The three available out-| 


lets may go to the remaining | 


three applicants—the Philadelphia 


Daily News, Inquirer and William | 


bought. Together, they’ve been known for years as 


Palenske-Young Studios. But life moves faster, these 


days ...and a simpler name is easier to remember! 


Pony Proehl 


And so our name becomes ART, INCORPORATED. 


Morry Wallace 


But it’s still the same old bunch, still doing business 
at the same address, eager to do for you the kind of 


illustrating, lettering, layouts and design that have 


given these names a good nume in advertising mrt. 


A More key officials in Wash— 
ington read TIME regularly than 
read any other magazine, however 
big its circulation. 


i r x The members of Congress 
vote TIME the most important 
U.S. magazine that carries 
advertising. 


INCORPORATE D 


Dan Runyon 


228 N. LASALLE ST., CHICAGO I, ILLINOIS 


For further details write to 


TELEPHONE CENTRAL 2585 


TIME 


9 Rockefeller Plaza, New York 20, N. Y. 
Dick Oppenheim 


Formerly Palenske-Young, Inc. 
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Why do more advertisers spend more money in Field & Stream than in any 
other outdoor magazine? Why has this magazine been the number one 
selection of advertisers for 35 straight years? Why has this lead been greatly 


increased the first six months of this year over 1945? 


The answer is summed up in the words, “‘Because these advertisers have 
learned through long experience that Field & Stream offers them 


more for their money! 


Omouias Humber One Sportimans | 
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THERE'S ONLY ONE LEADER! 


a 


More Advertisers Spend More Money in Field & Stream 
than in Any Other Outdoor Magazine!. 


Field & Stream leads the field in practically every important advertising 
classification. For example, fishing tackle manufacturers use more space in 
Field & Stream than in any other outdoor publication. - 


4 


= 
es 
f it 
‘ j 
&. aS . ; 
ee . 
— ae 
=" . i ‘x . 
i . 2 SS ee % , ae ; % e a3 t oe ad a 
$ = , Bes é 7 ue aes io eer ¥ . ap : Je . - 
. 
re | 
r 
_ ot ne ‘ 
_ i ge 2 ae j Sg 4 é a ' Sy 
Kt a oe” eyo 
i acu SS Cte a CEs ¢ 
eet a: Naar, : 
pPPE Ky ee, ee N é \: : 4 - 
: epcvEatt© é ) 
| sonRiNne oo | 
aa & SOS cece? 
gre cxo™™ aly> om 
oy a Os coon : ; 
ae : 
pace enterest > pet 45 "45 "a6 1 
a o Heid back PF wats . wh "MA 
4 sports. BS uring ee “3 “8 | 
Y Ughéeme wis Gee et 
jats?” climb- "10 é 
cite™ pid ee 
gvartee = Z j ’ 
nl ; oy f ‘ . . es 3 ee . me ae , i re ae et ies tate SLED ote + ; ea. et 
Mi } *" : 5: os ‘ a is 


Radio Honeymoon Ends: 
Results Count Now 


To the Editor: Prarse ALLAn! 
THE HONEYMOON’S OVER! 

In any worthwhile courtship 
and honeymoon, there’s a fair 
amount of mystery about the 
whole thing, especially to the par- 
ticipants. A smart gal does what 
she can to keep it so. The smart 
agency and radio boys did what 
they could to keep it so about 
broadcast advertising. Just when 
the fog started to lift, the war 
came along and intensified the air 
of mystery, the “SRO” sign went 
out and we were off to four years 
of the darnedest business you ever 
saw. 

Now that the cancellations are 
coming in it looks as though the 
honeymoon is over. It also looks 


=This Gapestnees | isa reader’ s sevuan. Letters are enlenten: 


as though finally radio is going to|radio program or spot . 
have to make sense all the way whether it was the best, the worst, | 
down the line ... all the way or in-between, the selection would 
instead of just sounding reason- still sell goods . 


and hoping it will make sense 13 
weeks or more later, when the 
books are balanced. 

Sure, the cancellations are rough 
on the individual and on the in- 
dividual company, but for the 
good of the industry they are the 
best thing that could happen. 

In any new business, it’s easy 
to be an expert. Radio’s had a 
lot of them. True, there have been 
a lot of things about radio that 
took experience, sound reasoning, 
etc., but one of radio’s biggest 
handicaps through the years of 
growing pains has been the prob- 
ability that you could ask any 
newsboy on the street to select a 


‘pig in a poke, for even the runt 
of the litter carried a worthwhile | 
side of bacon. 

Radio is powerful. 
sold everything from soup to nuts 


listeners’ ear. Today the costs, 


time costs, at least, are still rising. 


all. Today in the American home, 
radio is not a freak, a thrill, or | 
even a luxury. It is a necessity | 
and, as such, is taken for granted 
as one of the family. 

Many program costs are away | 


.. and growing fast, too. The 


Peoria Association of Commerce 
has just announced the present 


city population estimate as 119.- 


419... 


six years. The Metropolitan Dis- 


trict population is 184,736. 


Even bigger expansion is on the 


way for Peoria. Caterpillar Trac- 


tor Company, 


over 18,000, has broken ground 


. an increase of 14,322 in 


now employing 


|}out of line. 


/probably are, too. Now’s the time 
‘to straighten these things out... 


- and | 


. . and pay off. | 
able on paper or in the audition | |Radio in the past hasn’t been a | 


Radio has | 
but today there are many more reach are 
commercials pleading for the) 


program and time, are higher and | 


Today the listener is no longer) 
intrigued with the glamor of it) 


| 
$ 


5 | 


** |radio costs 


for new factory units that will 
expand their floor space 50% 
within two years. Other prosper- 
ous Peoriarea industries have in- 
creased facilities similarly sched- 
uled . 


.. adding still more to 


Peoria’s stature. 


WMBD blankets this growing, 
progressive market .. . with more 
listeners than all other stations 


combined. 


meneame: 


5000 WATTS 
Edgar L. Bill 


President 


FREE & PETERS, Inc. 


. National Representatives 


CBS AFFILIATE 
Charles C. Caley 


Executive Vice President 


: amen 
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‘and now’s the time for radio to 
/cut out the “by guess or by God” 
‘rule of thumb and apply all of 


the science possible to every step 
|of the business of radio advertis- 


jing. That means all of us... sta- 

| tions, networks, representatives, 
and agencies . .. yes, and spon- 
sors! 


From here on, we are all going 
|to have to be sure that the cost- 
_per-thousand radio homes reached 
‘is as cheap as possible and that 
‘the people in those homes we 
the right people for the 
product advertised. Radio re- 
search can give us many of these 
|answers today and we’re likely to 
‘do great damage to a great in- 
| dustry if we don’t make the proper 
use of them now. Radio research 
| will continually give us more in- 
formation. The radio business is 
/an adult, and we’d better be adult 
| in our use of it. 

One of the “nice” things about 
{the current cancellation lists, 
| speaking purely of where I sit in 
| Chicago, is that these cancella- 
tions are bound to bring down the 
extravagant prices asked for tal- 
ent. The client’s 1944 15-cent dol- 
lar has swollen to a 1946 60-cent 


| dollar and the increases he gave 
his talent last year and the year 


' before do not make sense in to- 


|day’s market. 


Probably because of the unavail- 
ability of high-priced Hollywood 
and Broadway talent, more than 
anything else, Chicago has had to 
know how to turn out a medium 


rated program at less than medium 
| cost. 
|this from experience and there is 
;Many an advertiser who will now 
|be intrigued by a $200 per rating 
| point show whereas two years ago 


Chicago knows how to do 


he was willing to pay $1,000 per 
|point. These examples are not 
extreme. Chicago has one more 
| chance to make a come-back. Let’s 
| hope it takes advantage of it. 
Davin W. DOLE, 
Associate Radio Director, 
Henri, Hurst & McDonald, Inc., 


Chicago. 
[Editor’s Note: Mr. Dole speaks 
of Chicago, but the problem of 


is bothering admen 
everywhere. Does any reader have 
anything to add? 

Mr. Dole, incidentally, is 
of “Time Buyer’s Table,” a 32- 
page book priced at $5, which 
develops the total number of de- 
livered homes on the basis of 
coverage times rating, and also 


author 


/ supplies a cost figure per thousand 
of delivered homes. The book, he 


says, is guaranteed to cut the time 


/needed to figure cost-per-thou- 


sand-homes reached by a very 


| substantial margin. ] 
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McDonald Sees Video 


‘Needing an ‘Angel’ 


To the Editor: For 20 years I 
have been reading articles in the 
daily press and in national maga- 
zines telling how television was 
just around the corner. In these 


| years I have failed to see one ar- 


| ticle in a national publication that 
‘truly took the whiskers off tele- 


vision and faced the facts as they 


; are. 


' lieve 


' tisers 


Most of the articles I have read 
indicate that the advertisers of 
America are going to foot this 
enormous bill of providing tele- 
vision entertainment. I do not be- 
it! I do not believe they 
any more than the adver- 
financed the movies, and 
that was tried once. 

In the June 29 issue of Collier’s, 
you will find an article titled 


will, 


| “Television Will Cost Big Money.” 


In this article the whiskers, as I 


‘see them, are taken off of tele- 


| vision. 


The sooner we can persuade the 


'technical talent of our industry 


that the advertisers are not going 


Some facility costs | 


| structure 
| prove a great detriment to all ad- 
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means of technically obtaining a 
box office which will pay for the 
entertainment necessary to be 
offered by this great new in- 
dustry. 

E. F. McDONALD JR., 
President, Zenith Radio Cor- 
poration, Chicago. 

[Editor’s Note: In his provoca- 
tive article in Collier’s, Mr. Mc- 
Donald asserts that it is impossible 
for advertising to support televi- 
sion as it supports radio. To pro- 
gram five stations in a city with 
“four hours of daily entertain- 
ment produced to motion picture 


| standards would cost $2,700,000,000 


per year,” he says, adding that 
this is more than the nation’s total 
advertising bill. Some other 
method of financing television 
must be found before the medium 
can grow, he insists. The article 
is reviewed in detail elsewhere in 
this issue.] 
7, FF F 


No Undercover Deals 

To the Editor: This proof... 
which appeared in the Baltimore 
Sunday Sun of June 9... has 
caused so much comment that we 
wanted you to see it as fast as pos- 
sible. 

It is already being talked about 
as a “scoop ad,” and we thought 


A Statement by 
MICKEY AND ALVIN BEHREND 
about your 


New 1946 Car! 


hearing some rumors and stories about how some 1946 cars are being sold. 

wer the table payoffs”. . "a couple of hundred 

h several hundred doilars to the manager.” 

‘end Brothers 

Behrend Brothers there will be no black, 
All Be no gratuities at Behrend Brothers. 

order to get your new 1946 Ford. 

nobile dealer . . . proud of their back 

dealing .. and lovking forward to # bnght and honorable future in the 


Ford Behrend Brothers delivers is yours... at the recognised, legit 


BEHREND BROTHERS 


Mickey Cehnrend 
Aluin Gehrend 


you might find it newsworthy, 

The inspiration for the ad came 
as a result of the very fair deal- 
ings of Behrend Brothers, one of 
the largest Ford dealers in Balti- 
more. 

Of course, they have a tre- 
mendous waiting list for new cars. 
Nevertheless they okayed the ex- 
penditure, which we consider the 
greatest builder of future good 
will any dealer could ask for. 

We hope you like the idea. 

MERRAL A. Fox, 

President, Fox Advertising 

Company, Baltimore. 
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It's Sterling Drug, Inc. 


To the Editor: In your issue of 
June 10 in nearly five inches of the 
lower portion of the last column 
of the cover page you published 
a news item entitled “Druggists 
Don’t Sponsor Aspirin Show, FTC 
Opines,” and in which you use our 
name “Sterling Products” instead 
of “Sterling Drug, Inc.” This is 
the second time you caused me 
Similar embarrassment and an- 
noyance. The first time was also 
on the FTC charges against the 
same firm, on their product Iron- 
ized Yeast. You will note this was 
in January, 1945. 

We must insist that this being 
your second offense that you give 
us a retraction, especially in view 
of the fact that the FTC’s charges 
are based, ironically, on our own 
complaint as you will also note 
from the enclosures. This is the 
second time that the FTC has 
cracked down on Bayer aspirin. 

In closing may I point out that 


\the type of advertising Sterling 


Drug, Inc, has been doing is bound 
to react on the entire advertising 
and will eventually 


vertising and cannot help but to 


to pay for television, the sooner | bring about ceilings on advertis- 


they will get busy and develop a 


ing expenditures and make strict 
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regulations by the FTC, whether 
they want it or not. 

In your issue of the 20th of May 
in the “Curtailment Wave” you 
will find it to be only the begin- 
ning unless the advertising out- 
lets realize there is a limit to 
everything. 

Davin B. Levy, 

President, Sterling Products 

Corporation, New York. 


- FF F 


The Boys Are Back 


To the Editor: For the last 
couple of years you have very 
generously supplied this company 
with the Servicemen’s Pony Edi- 
tion of ADVERTISING AGE, now con- 


tinued as the Highlight Edition, 
to be sent to some of our service- | 
men. As these men are no longer | 
in the service, we will no longer | 
need these editions. 

We do want you to know, how- | 
ever, that these boys have more) 
than once expressed their grati- 
tude for your publication, and we 
wish to express our thanks on be- 
half of these boys. 

W. D. Mo titor, 

Edward Stern & Co., Phila- 

delphia. 

To the Editor: Since most of 
our servicemen have already re- 
turned, we suggest that you dis- 
continue sending us the pony edi- 
tions of ADVERTISING AGE. 

We want to take the opportunity 
at this time to tell you how we 
at Haire feel about this plus serv- 
ice which you have rendered dur- 
ing the war, and in the months 
since its close. You have not only 
helped to keep advertising men in 
uniform abreast of what was going 
on in their industry back home, 
you have done more than that. 
You have given those boys some- 
thing that brought them a bit of 
respite from their arduous routine, 
something to give them a lift regu- 
larly each month. 

We all thank you. 

S. K. DICKSTEIN, 

Promotion Manager, Haire 

Publishing Company, New | 

York. 
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Dealer's Picknickers 
Used a Mercury | 


To the Editor: You have a very | 
interesting photograph of an auto- | 
motive dealer’s display on Page 42 
of June 17 issue of ADVERTISING 
AGE. 

However, in the interest of ac- 
curacy, we want to point out that 
the model illustrated in the photo 
is a 1946 Mercury station wagon. 
We can readily understand how 
such errors occur. We thought 
perhaps you might wish to set 
this one aright with your readers 
since there are no station wagons 
in the 1946 Lincoln Continental 
line. 

J. S. LUECK, 

Advertising Division, Sales 

Department, Lincoln Division, 

Ford Motor Company, Detroit. 


+ @V F 


Reprinted State Story | 
To the Editor: Attached is a/| 
copy of the May issue of National | 
Publisher, and on page 22 is the | 
table, “Advertising by the States,” | 
which you so graciously gave us | 
permission to reprint. 
I believe this table is of real | 
value to the many smaller news- | 
papers in the various states and | 
sincerely thank you for allowing 
us to use it. 
LOWELL FREELAND, 
Editor, The National Pub- | 
lisher, Chicago. | 


* © 8 


No Copies Available 

To the Editor: We should like | 
to secure a copy of “Trade Names, | 
A Guide To Their Invention, Pro- 
tection And Use” by A. H. Cousins | 
and H.. E. Wadsworth, published 
by Harlequin Press Company, 


which you reviewed in your June 
3 issue. 

Can you secure a copy for us? 
If so, please send it marked for 
my attention and enclose your in- 
voice for same. 

Your courtesy in getting a copy 
of this book for us will be much 
appreciated. 

J. G. THORNE, 

Market Research Department, 

Fuller & Smith & Ross, Inc., 

Cleveland. 


[Editor’s Note: As previously 


noted, AA cannot procure copies 
of this English book, and suggests 
that orders be placed through 
regular book-selling channels. ] 


* nt, ¥ 
Can't Take It? 

To the Editor: What’s the mat- 
ter with the advertising profes- 
sion? Apparently, we can give it 
—but we can’t take it! At least it 
appears that way from all the 
fuss and furor created over Fred 
Wakeman’s “The Hucksters.” 

I have been in the advertising 


business all my life—both on the 
agency side and on the adver- 
tiser’s side—and I saw nothing at 
all to get incensed about in the 
book. As a matter of fact, I 
would have enjoyed it a lot more 
had Mr. Norman stuck to the ad- 
vertising business all the way 
through, rather than to get all 
tangled up with “Forever Amber” 
Dorrance. 

Don’t tell me that we adver- 
tising men are not as broadminded, 
or that we don’t have the sense 
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of humor that we like to think 
we have. 
EDWARD R. TAYLor, 

Director of Advertising, Zenith 

Radio Corporation, Chicago. 

[Editor’s Note: We think adver- 
tising has already demonstrated 
remarkable ability to “take it.” 
This is an excellent and admirable 
quality, but can occasionally be 
carried too far. If advertising is 
really as bad as some of the pub- 
lished material indicates, what are 
we all doing in the business? ] 


Photograph courtesy of BATES FABRICS Inc. from an 


advertisement in CHARM Magazine 


Ondolidladed. COATED VGjocu 


PRODUCTION GLOSS .:: MODERN GLOSS 


When printed ona quality coated paper, such 
precious heirlooms as the Bates Bedspread 
pictured above can be reproduced with a real- 
ism and beauty which matches the original. 


That is why so many of America’s finest 
national publications... among them 
“Charm” in which this photograph appeared 
+ + « are printed on Consolidated Coated. 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


SALES 


Advertisers also have turned to Consoli- 
dated Coated to give their folders and cata- 
logs greater eye-appeal and selling value. 
Printers throughout America recommend and 
use Consolidated Coated for their finest jobs. 


Manufactured in weights down to 45 
pounds, Consolidated Coated Papers are 
appropriate for almost every printing job. 


SFrICcCEeEsS 


138 SO. LASALLE ST., CHICAGO 3 
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Hotel Souvenirs 
to Be ‘Planted’ 
-for All Guests 


Washington, June 25.—JIn the 
not too distant future guests in 


larger hotels may be able to check | 


out without a feeling of guilt 
about the ash tray secreted in 
their suitcases. It will be a 
“souvenir” placed in the room—to 
be pilfered! And perhaps there’ll 
be a hand towel thrown in for 
good measure. 

This unique situation was re- 
vealed as a definite possibility by 
Harold Smith, general manager of 
the public relations division of 
Young & Rubicam, at a recent 
luncheon meeting of the Washing- 
ton Forge of the American Public 
Relations Association. 

Mr. Smith, whose talk was 
largely devoted to Y&R’s handling 
of the public relations program of 
the American Hotel Owners Asso- 
ciation, praised the cooperation 
and tolerance the hotels received 


from the public during the trying 
days of 1942-45, and predicted 
| that hotels will soon be rendering 
the superlative service enjoyed in 
| prewar days. The ash trays, hand 
‘towels and similar small items 
| will be generally accepted parts 
| of hotel advertising, he said. 


| Says Coordination Needed 


Taking full advantage of the 
progress made in public relations | 


ernment and labor are now able} 
to present a unified stand on any | 
controversial issues with business 
and industry. The latter groups 
show a decided lack of coordina- 
tion, he pointed out, using the 
OPA fight as a shining example. 
“Business and industry utilized 
good media to convey their mes- 
sages to the public,” Mr. Smith 
stated, “but the messages often 
were conflicting. Or, in other 
cases, industry published one mes- 
sage to the public, while at about 
the same time one of their rep- 
resentatives might be appearing 
before a Congressional hearing and 


definitely lack coordination.” 

Mr. Smith suggested a “cen- 
tralized” or “super” council as a 
solution of the problem. 


Launches Rail Drive 


Wabash Railroad, St. Louis, has | 
launched a campaign promoting its 
| new streamliner, City of St. Louis, 
using newspapers, radio, maga- 
fmm car cards and outdoor post- 
|ers in 22 cities. In areas where) 


work, Mr. Smith said, both gov-| the road expects patronage as a| 


/result of the new service, the ads 
| give the running time of the train. 
| Prestige ads are being used in 
cities where no immediate return 
is expected. Gardner Advertising 
Company, St. Louis, is the agency. 


Publishes French Edition 


With an initial printing of 50,- 
000 copies, Popular Mechanics 
made its appearance this month 
on French newsstands as Mecan- 
ique Populaire. Popular Mechan- 
ics Company, Chicago, publisher, 
also announced sales of the edi- 
tion in Switzerland and Belgium. 
Basic page ad rate to U. S. ad- 
vertisers is $232. 


SELLS .. 


SELLS ... § 


ELLS! 


@ The Chicago Daily News is rated by business executives all over the United 


States as a productive advertising medium of first rank. This premier rating 


of advertisers themselves. 


has been established neither by claim nor opinion, but by actual experiences 


@ How impressive this experience has been is best measured by the records. 


The records show that, for 45 consecutive years, the Daily News has carried 


more Total Display linage than any other Chicago newspaper—morning, eve- 


ning or Sunday.* Obviously, a great diversity of advertisers would not so 


continuously place their sales messages in the Daily News if response did not 


keep to the profit level. 


@ And it is the selected mass circulation of the Daily News which assures 


volume buying of trade-marked advertised goods. It is selected mass circula- 


tion going into HOMES for leisurely and thorough reading. It is selected mass 


circulation distributed into the following income groups:— 


Over $7,499, 


10.8%. . .$5,000-$7,499, 


13.9%. . .$3,000-$4,999, 39.6% 


$2,000-$2,999, 23.3%...Below $2,000, 12.4%. 


@ These figures have been obtained by a recent independent survey con- 


ducted among regular Daily News readers, representing a valid, cross-section, 


house-to-house sampling. 


*For fair comparison, liquor linage omitted since the Chicago 
Daily News does not accept advertising for alcoholic beverages 


CHICAGO DAILY NEWS 


For 70 Years Chicago's HOME Newspaper | 


LOS ANGELES OFFICE: 606 South Hill Street 
DETROIT OFPICE: 407 Free Press Bidg. 


JOHN 5S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobort Building 


|telling a different story. They | 
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Capt. Harold E. Kuttner, partner in Kuttner & Kuttner, Chicago 
agency, has been awarded the Army Commendation Ribbon for 
“meritorious service in connection with the intelligence operations 
in an occupied country.” The citation included praise for Capt. 
Kuttner’s work in the European Theater Intelligence School, and 
for his decision to remain in the ET seven months longer than was 
necessary for redeployment to help in efficient operation of the 
school... 

Len Sands, formerly presentation dept. director of A. C. Nielsen 
Co., Chicago, and now in the Cleveland office of D’Arcy Adver- 
tising Co., has received a letter of commendation from Secretary 
of the Navy Forrestal, citing his direction of the development of 
visual training aids “used with outstanding success for training 
thousands of disbursing personnel on ships and stations all over 
the world.” .. 

Charles N. DeRose, business mgr. of WHYN, South Hadley Falls, 
Mass., turned a neat trick the other day when scheduled to speak 
on “Radio” before the Northampton Rotary Club. Instead of rising 
when introduced, he pressed a button behind his chair and pre- 
sented his speech via wire-recorder . . . George W. Merck, president 


TEXAS HO—Pointing to his new place on the map is J. M. McBride, who is 
leaving his post as assistant sales manager in charge of the Ansco field force to 


spend a few years in Texas on doctor's orders. He will be district manager for 

Ansco in Dallas. Participating in the fun at his going-away party are Carl Pries- 

ing, left, general sales manager, and Allan Williford, vice-president of General 
Aniline & Film, New York, in charge of the Ansco division 


of Merck & Co., mfg. chemist, now holds the nation’s highest civil- 
ian award, the Medal for Merit, for his accomplishments in organ- 
izing wartime defenses against potential biological warfare attack 
and the researches in the fields of germ warfare . . . Addison Vars, 
who heads his own agency in Buffalo, was snapped for the Herald 
Tribune a couple of weeks ago when, in his capacity as pres. of the 
N. Y. state chapter of the Navy League, he presented, aboard the 
carrier Princeton, a gold medal and a $25 war bond to the winner 
of the first prize in the chapter’s essay contest... 

Employes of Grey Ad Agency, New York, presented a 1946 Cadil- 
lac sedan to Arthur C. Fatt, exec. v.p., at a dinner held June 21 at 
the Ambassador Hotel in celebration of his 25th anniversary with 
the company. The whole staff—a couple of hundred—attended the 
dinner, which was billed as “A Night at Arthur’s Round Table.” ... 

At its annual meeting at Swampscott, Mass., Zonta International 
elected the well known Detroit adwoman, Louise C. Grace, as its 
new president. Miss Grace is dir. of research and media of Grant 
Advertising’s Detroit office, and is a past pres. of the Women’s Ad- 
club of Detroit and a past v.p. of the AFA. . 

Harold R. Deal, mgr. of advertising and sales promotion of Tide 
Water Associated Oil Co., was Chairman of the Day in a program 
of entertainment given by the San Francisco Adclub for returning 
service members. Wendell Williams, S.F. program director of NBC, 
arranged the entertainment. .. Other news on the Tide Waterfront 
is that Lore Kraul, assistant ed. of company publications, has an- 
nounced an October date for her marriage to William J. Hislop, 
a South Pacific vet... 

Jeanette Cain, who heads her own agency in Los Angeles, enter- 
tained a couple of hundred guests at an informal party celebrating 
the opening of new offices at 315 W. 9th St. a few weeks ago... 
The Wichita Falls, Tex., Junior Chamber of Commerce has elected 
James B. Stewart, nat’l ad mgr. of the Times as its new pres... 

Henry C. “Hank” Jones, ad mgr. of C. R. Anthony Co., Oklahoma 
City, and former head of Jones of Texas ad agency in Abilene, has 
sold his first piece of fiction—a story about kids, called “Big Lot 
Sale’—to the SEP. It’s scheduled for publication this summer. . . 
Harry L. Adams, of Klau-Van Pietersom-Dunlap Associates, Mil- 
waukee, has been elected a trustee of Beloit College. . . 

Former Lt. Comdr. Howard Reynolds, who served in the pho- 
tographic division of the Navy’s Bureau of Aeronautics, has been 
given the Treasury award for his production of a war bond movie. 
Mr. Reynolds is now in the film dept. of Fuller & Smith & Ross, 
Cleveland. . . John A. Park, publisher of the Times, Raleigh, N. C., 
and Mrs. Park are vacationing on Cape Cod... 

A. P. Bondurant, now back in civies as v.p. and ad director of 
Glenmore Distilleries Co., Louisville, has been awarded the Legion 
of Merit for his work in connection with the China-Burma-India 
campaign. Joining the Army air forces in 1942 as a supply officer, 
Lt. Col. Bondurant subsequently was made responsible for moving 
equipment to all overseas air forces. . . 

A. G. Cameron, v.p. & gen. mgr. of the Goodyear Tire & Rubber 
Export Co., recently returned from a visit to Australia loud in his 
praise for that country’s job of controlling inflation, which he 
termed “better than any country in the world.” He reports you 
can’t possibly pay more than six shillings (93 cents) for a meal 
anywhere there... 

The June issue of Pic has a feature on Malcolm P. Taylor and 
Charles M. D. Reed, heads of the Taylor-Reed Corp. which manu- 
factures Cocoa-Marsh chocolate syrup, Tumbo pudding, and Q-T 
pie crust... 
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House Decrees 
Death for 5-Year 
Census Program 


Washington, June 27.—After two 
days of unique debate outstanding 
for its confusion and lack of 
understanding, the House today 
killed the “synchronized” program 
of benchmark and current sta- 
tistics, which would have pro- 


* vided for a Census of Business 


and Manufactures every five years. 

The unfavorable 167-161 vote 
wes the second defeat for statis- 
tical services within a week, for 
Friday the Senate refused to ap- 
propriate $17,000,000 for census 
covering 1946 on the ground that 
the Census Bureau lacked author- 
ity to do the job this year. 

Coming as it does on the heels 
of the Senate action, the House 
vote wipes out any remaining hope 
that a modernized census program 
can be completed in this Congress, 
and raises a distinct possibility 
that the first postwar Census. of 
Business will not be made until 
1950. 


Marketers Approved Program 


The program defeated on the 
House floor today enjoyed the sup- 
port of most marketing groups. 
It had been worked out by the 
Census Bureau on the basis of 
efficiency and economy after con- 
sultation with industry groups. 

Opposition to the program came 
from two sources—certain groups 
in the states of New York and 
Fennsylvania, which wanted to re- 
tain the Census of Manufactures 
every two years, and another 
group of Congressmen who 
wanted to punish Henry Wallace. 

Defeat of the Census Bureau 
proposal represented a complete 
victory for the New York and 
Pennsylvania interests, for con- 
tinuing law requires a Census of 
Manufactures every two years, and 
a Census of Business every 10 
years. 


Keefe Voices Objection 


The attitude of a large group 
was- voiced by Rep. Frank Keefe 
(R., Wis.) who warned: “If we 
pass this law, we are putting into 
the hands of Henry Wallace the 
power to ask questions of the 
manufacturers—the business peo- 
ple of this country—monthly, 
quarterly, or annually or as often 
as he sees fit, under regulations 
which he issues, compelling them 
to take their time to answer all 
the questions he may see fit to 
ask. 

“And if a manufacturer fails to 


ELEMENTARY 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The O11 WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


New York Cleveland 
Tulsa Los Angeles 


Houston 
Chicago 


respond to thém under the terms 
of this bill Mr. Wallace has the 
right to take him into court and 
fine him as a criminal.” 

Rep. A. Leonard Allen (D., La.), 
chairman of the census committee, 
defended the compulsory report- 
ing provisions, saying: “If we are 
going to take this census and ex- 
pect it to be effective we have to 
do it in such a way that business 
men and the public generally can 
rely on it being fair and ac- 
curate.” 


Van Veen Joins Oakes 


G. Henry Van Veen, formerly 
associated with Raymond Loewy 
Associates, Chicago, has been ap- 
pointed director of product de- 
sign and development department 
of Oakes & Co., Chicago. 


ABC Adds Two 


Two radio stations still under 
construction, KUGN, Eugene, Ore., 
and WJOY, Burlington, Vt., both 
250-watters, have joined the 
American Broadcasting Company. 


Minamora Joins Hannah 

Raul Minamora, South Ameri- 
can artist, has joined Hannah Ad- 
vertising Company, San Francisco, 
as art director. The agency has 
just taken a five-year lease for 
the entire sixth floor of the Lath- 
rop building. 
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Resigns Goodrich Post 

G. K. Ryan has resigned as 
manager of sales for elastic yarn, 
rubber thread and golf ball prod- 
ucts of the B. F. Goodrich Com- 
pany, Akron, which he joined in 
1911. His future plans have not 
been announced. 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 
CALGARY, 


GIBBONS 


ADVERTISING 


MERCHANDISING 


TORONTO, WINNIPEG, REGINA, EDMONTON, VANCOUVER 


MONTREAL, 


his cs \Oledo 


...home of Buntiimg Bronze Bearings 


Bunting has achieved leadership by devoting its entire effort to manu- 
facturing one specific product—cast bronze bearings of the finest 
quality. Much of its production equipment has been originated and 
designed by Bunting for specialized operations, and exists nowhere 


...and this is the TOLEDO BLADE 


else. Engineering and metallurgi- 
cal science combine with the ut- 
most in production efficiency, and 
are guided by constant research. 
Bunting service covers the nation, 
with warehouse stocks main- 
tained in eleven major industrial 
centers... Bunting is a fine ex- 
ample of the diversified industries 
which contribute so vitally to the 
strength and stability of the 
Toledo market. 


The Bunting Brass and Bronze Company 


is one of the many prosperous industries 
native to Toledo which have grown 
through the years by devotion to high 
standards of quality...So, too, The 
Blade has grown year by year through 
devoting its whole effort to publishing 
a newspaper to meet, to the fullest extent, 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


the needs of the community it serves- 
The fact that The Blade printed, in 1945, 
a larger volume of news and editorial 
matter than any other evening newspaper 
in the nation, is evidence of its sincerity 
in amply serving the interests of its 
readers—and thereby the interests of its 
advertisers as well. 


The Blade will be glad 
to send you, on request, a 
booklet containing other 
advertisements in the 
series ‘This is Toledo’’. 
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Refai! Grocers 
Meet in Chicago, 
4000 Protest OPA 


Chicago, June 25.—About 4,000 
retail grocers meeting in Chicago 
flooded Washington, D. C., with 
more than 10,000 telegrams today 
demanding that price controls be 
removed from meats and dairy 
products. The messages were sent 
to Congressmen at the urging of 
Patsy D’Agostino, newly elected 
president of the National Associa- 
tion of Retail Grocers, currently 
holding its 47th annual convention 
at the Palmer House here. 

Mr. D’Agostino, president of 
D’Agostino Brothers, New York 
supermarket operator, told AA 
that most of the messages de- 
clared that failure to remove price 
controls from meats and dairy 
products would result in either 
suspension of business by large 
numbers of retail grocers or big- 
scale entry into the black market. 


Grocers Back Resolutions 


Resolutions endorsed by the as- 
sociation’s 4,000 attending retail 
grocers’ representing approxi- 
mately 500,000 independent retail- 
ers throughout the nation, severely 
criticized President Truman for 
official actions which, the associa- 
tion declared, were at variance 
with his previous avowals of 
friendship for small business. 

Terming the Case bill as “fair, 
reasonable and urgently needed 
legislation,” the association’s reso- 
lution expressed “bitter disap- 
pointment” over the President’s 
veto of the bill, and censured the 
President for continual support of 
the OPA. 

Meanwhile with all the color of 


| 


a country fair, 80 exhibitors dis- 'Sweeney Appointed 


played their products to crowds of 
visiting retailers despite Chicago’s 
sweltering heat. Libby, McNeill & 
Libby, Chicago, offered on-the- 
spot television broadcasts in which 
any visitor could participate. 
Prizes ranging all the way from 
shoe polish to candy were offered 
at various booths. 


Kellogg Shows ‘Variety’ Pack 


Kellogg Company, Battle Creek, 
Mich., displayed its ‘Variety’ 
package in which ten different 
kinds of breakfast food were pre- 
sented with varying numbers in- 
corporating the Kellogg “Bowl- 
pac” feature. It was developed, 
a Kellogg representative said, 
about seven years ago and was 
used widely by the armed forces. 
“Bowl-pac” permits small boxes 
of cereal to be opened and eaten 
with milk and sugar directly from 
the box, using a waterproof paper 
liner as the protective feature. 

Lever Brothers Company, Cam- 
bridge, Mass., offered a_ single 
prize of a hog raised by Bob Burns, 
radio star, to any contestant who 
judged, from a life-size photo- 
graph, the animal’s weight. Derby 
Foods, Chicago, promoted its Peter 
Pan peanut-butter with costumed 
models of Peter Pan _ playing 
paddle-ball with the visitors. Other 
exhibits offered such attractions as 
artists making pencil sketches of 


visitors, free doughnuts, coffee, 
tomato juice, fruit juices and ash- 
trays. 

The Gary Post-Tribune ex- 


hibited advertising copy run in its 
columns to emphasize merchandis- 
ing cooperation. 


New Officers 


New officers elected by the as- 
sociation include, in addition to 
Mr. D’Agostino, C. C. Precure, 
Britton, Okla., vice-president, and 
V. L. Browner, Des Moines, treas- 
urer. 


fur: 


Sferings 
Magozine 


Fist 


NOW 20¢ 
25¢ in Canada 


GaME 


Read by 100,000 “True Sportsmen”! 


By ‘true sportsmen" we mean readers whose outdoor activities 
are both a sport and a business enterprise. Fur-Fish-Game is 
written for professional hunters, trappers and fishermen as well 
as the occasional sportsman. Its articles are authentic and real. 
That's why F-F-G has such a hold on its readers — and why in- 
quiries and sales resulting from F-F-G advertising always rank 
high. Put Fur-Fish-Game on your schedule and see for yourself. 


The A. R. Harding Publishing Co., 175 E. tong St., Columbus 15, Ohio 
REPRESENTATIVES 


Cole & M. 1. Superior 6558 


New York 
Walter C. Elly, Murray Hill 4-0626 


John M. Sweeney Company, 
Boston, has been named New Eng- 
land representative - of Airlines, 
Mayfair and Saturday Review of 
Literature. 


Oregon Papers Elect 


Charles A. Sprague, publisher of 
the Salem Statesman and former 
governor of Oregon, has been 
elected president of the Oregon 
Newspaper Publishers Association. 
Others elected include O. G. Craw- 


ford, Heppner Gazette Times, vice- 
president; Frank Jenkins, Kla- 
math Falls Herald and News, 
treasurer, and Carl C. Webb, sec- 
retary-manager. 


‘March’ Aids Lipton 

March of Time, off the air since 
last summer, reassembled its 
radio staff to present a special air 
edition, “Hunger Marches On,” 
for Thomas J. Lipton, Inc., June 
25, at 9 p.m., EDT, over the CBS 
network. Lipton, through Young 
& Rubicam, substituted the dra- 


Advertising Age, July 1, 1946 


matic documentary for “Inner 
Sanctum” last week as a contribu- 
tion to the Famine Relief Agency. 


Holman Appointed 

Col. John A. Holman, coordi- 
nator of FM broadcasting "for Wes- 
tinghouse Radio Stations, Inc., 
Baltimore, has been named busi- 
ness director of Westinghouse 
Stratovision, the new system of 
airborne video and FM transmis- 
sion being developed by Westing- 
house and the Glenn L. Martin 
Company. 


Wh bey your Lest % 


Who spends enough time at home to make an expensive radio 
pay? Who spends enough time at home to collect--and 


| 


play--hundreds of records? Who uses a radio in the 


morning, at noon, 


in the afternoon, 


and 


night? Who needs many extra radios? 


far into the 


The family who lives in a home, entertains at home, has 


fun at home. 


And who reads Better Homes & Gardens? The same family. 


2,650,000 families--in prosperous suburban homes.* Families 


with very comfortable incomes.** 


Families who spend 


their money on things they enjoy at home. 


Their big interest is what happens at home--and they 
read BH&G because it's entirely a "know-how" magazine 
for living better in their home. 


2,650,000 families can buy almost 2,650,000 good radios-- 
and millions more extra radios for Bill's room and Jane's 


room and the sewing room. 


Can you think of any spot that 


could possibly give you a greater concentration of prob- 
able sales not only for radios but for everything a 
family uses in a home from canned soup to 


cars, 


*BH&G penetration into 


$3,000 or less is only 11%—but 
into homes worth $10,000 and more, 


it’s 48%! 


**BH&G incomes are 51% above the 


national median. 


AVERAGE 
2,650,000 


from rosebushes to roofs? 


CIRCULATION 


homes worth 
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Transit Groups 
fo Advertise 
on MBS Co-op Show 


New York, June 27.—The Amer- 
ican Transit Association will make 
its debut as a national advertiser 
July 19 with a 15-minute news 


dramatization to be sponsored over 
44 Mutual stations, Friday, 10 p.m. 
(EDT). 

The program, “Spotlight on 
America,” will be sponsored locally 
by 45 local transit companies from 
among ATA’s more than 500 mem- 
bers and will feature one national 
and one local commercial on each 
show. Owen & Chappell, Inc., 
handles the ATA account. 

National copy on the program 
will emphasize the importance of 
the transit industry to the nation, 


ae 


describe the role local transit com- 
panies play in the development of 
the economy and generally feature 
institutional and public relations 
themes. Local copy is expected to 
stress new services, equipment 
and routes of the cooperating 
transit companies. 


Offered to All Outlets 


According to the association, 
Mutual has agreed to offer the 
program on a sustaining basis to 
all of its 300 stations with the 


ATA commercial omitted. Mean- 
while, ATA expects that other 
transit companies will join the 
list of sponsors and that the show 
will represent a minimum annual 
expenditure of $300,000. 

Local compsnies pay the time 
costs for their area and a prorated 
share of the production cost of 
the show. The program will fea- 
ture commentator George C. Put- 
nam and will be written by former 
“March of Time” scripters Paul 
Milton and Palmer Thompson. 
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RADIO-RECORD PLAYER? 


HERES NO, PLACE LIKE 


_—and no ‘sce like Better Homes. Gardens to sell everything that goes into homes ; , 


. 
KECA Tops ABC Rating . 


Station KECA, Los Angeles ABC 
station, surpassed the high na- 
tional Hooper rating of 67.2 for 
the ABC broadcast June 19 of 
the Louis-Conn fight, with its 
own Hooper rating of 70.1, or 
97.8% of its audience. Listener- 
ship was boosted here by a variety 
of promotional devices, including 
window displays, an airplane trail- 
ing a banner and employment of 
a small boy to parade Hollywood 
streets rigged up with two port- 
able radios, headphones and a 
sign reading, “I’m not taking any 
chances on missing the fight, I’m 
tuning to KECA tonight.” 


Names Shappe-Wilkes 

Golo Slipper Company, New 
York, manufacturer of ladies’ slip- 
pers and sports shoes, has placed 
its advertising with Shappe- 
Wilkes, New York. 


Lucas Returns to Hoyt 

Jack Lucas, for the past three 
years with Morse International, 
has returned to Charles W. Hoyt 
Company, New York, where he 
will head a new packaged goods 
division. 


"GOLDEN BELT 
of the SOUTH" 


@ 1945 Retail Sales 


up $28 MILLION! 


@ Effective Buying Income 


Up $344 MILLION! 


@ Gross Farm Income 


up 9|3.44 MILLION! 


There's gold in this 33 county Golden Belt 
region for the advertiser who knows how to 
reach its people. 
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total in the entire area, Keep your sales on the 
Up and Up with the Raleigh News and Observer. 


and Observer 


_ MORNING and SUNDAY 
Raleigh, North Carolina 
Represented Nationally by THE BRANHAM COMPANY 


» Cee a Fs “ Ph yoo Ae ial a hae A soy ows : : IED che ten 4 telnet ic ak ee ai Se 
v4 i “aN : Nae er i: PAY aioe Cea, ot ona sey is hs ee he ene : ; SP re eres vata ee eae ct ges 
Pe ib ; oe Regd gd yeas x pe sel Oe ee i aa aint % | ; ; a ey one a 

ee pe ee 
: 

rdl= . 

Jes- : 

ne.. 

usi- 

— | ee | 

| Of | 

nis- i 

ing- 

| 

| | | 
| <i iilieiagiaaaiiniiicaceaatiiaeeedaninianainiidiaimasianee 
i " 
| 
| r se 
ae Sor ; 
$$ Re tN eis Te ——————— ee < 
Y : << } i 
> > = SQN OnThev 
> Sa = = Sp nineup and Up 

a ae i ; \\) " : % . > am ! = oy y ; s 

oearnarece ASEM : set 4a : : \ ‘ # me es : ‘2 f CoA ™* > i 

=—=—_ i Sf ja bed 5 ‘o> c ; — GY BE > 5 

———— Ge Sn es a eid ie es Boe F , ee ( ee “Tagg, ; SE — a P, neg 

POR. NINN “oO ATOR eR REET iy oe or " oes ae is HE i wy = oe ce A 4 GES J ‘ 

r : As / ae i a ie yf 3S XM Kise’ es Ye =e— a , 

' j : Y, ; (4 A ge, — P a SS iy , y , Le — Vag Ee % ail 
-, "Co | px: —_ | f ae 5 | ~ oe. oy * ‘ 
: / Gs ed j - ee & 4 AY) \ " ff, ’ ; e a ' ; > = J AS é att yr A 
Ma i zi 4 a Naratae, bas ‘ 
| =f / Ee fa I]. ~ | Or STS oe \ yg 7 

> Ve agian Ue Ne NERY }} )) uf - am Seer Va \ aN 

. ie, | eee F ~ * x i { «ff / \ 

ee. § 4 . &, ; 
eee eee @ , *. ‘, | e 
| pe. Bi i: ae Se, L: ’ ” \ - 
ul at a3 i eats on a. ok ee ee > 4 : ae ‘ee e we 
ig : e ie am: és i g % “2 
7 h \ea ee Bote ee Nt ra} onw\ ‘N 
. a . Pa iat ee ee oe é r 7 hee “ya an CAR ee ey 
Y , u pg CRE i aC ac er lalt I ae or ik 4 f,, aes a oF LO, ‘ie 
; é s : , * sia ics yj ———— — fa , ; 
¥. i is " ; Li —— _ ee ge ee 
‘ a a : hy ie ai by,” —— UO : 
3 ee / i? fo f Ce ~ pO . 
‘ & iil gy . ome ie * 
e FE a. ee 4 a a ee ees 
é Me ee ag nica. ee 
ey are oe ee a 
df ~~ sare (> /() a= , 
= > ia YY / a a | 
a we . hig em 4 ye 3 : ii ™- é : «ae Zz 
<a Ps Pe “ee 4 . 4 rs 7 
. is th _— q eae? 4 % : 4, y 4 (RR eR RN THR ERE RL RR TT 
\\\ Se ee ° ) "2 | 
\ \ 4 oe i y Le i“ ti =) ' ms 
“4 ~ Te im i, 
/ ~ a me We %" ' . i ’ . 
i by e ‘ a - , 
= Se ys 

—! Va, ry \\ Oe mmm The News and Observer #3% 

= ~ - a Ld Caine esse ee 

~~ — a ye th geogas aa ee 

: = —— Saif SHOTS pied ee —| 3a 
ae : = fammun Bg ek bine Beant || le) - sae 
es " 2 ie — ———— - od eae matt: ot Ne ee ‘ i 
‘ | ees — Sete Saute te te TS ea Oe 
j [4 } ee ae = I ede sansragen See am 
? 8 i) Pi 5 ae Rs ss yj ein say ple ered 

oN /| 7 - oe y oo : ge ; a ‘Rite ea ee 4 Here's how! Put your sales message 

eas y Fs 2 i] : : ; ee j Pp in the 81 year old veteran Raleigh News and 
.. 7 3 ce ed: 5 4 : we? Gis Observer. It's the ONLY Morning and Sunday 
Pent! | APE yp ff 2 BBE 7 Pe apa ‘7A, | Daily published in the Golden Belt. All-time 

a "ard fo an ee 0 ay si Mila ae high ABC Circulation now over 90,000... as 
cee cee fe) /) <o yf . é : , % ” CE a much as the combined thirteen afternoon dail 

BEE é ee = y Be = j i] : e he hee oes tae 24 . ; 3 , = , 

= ~—o ‘ a & — Hi} ¢ ; 4 IN ‘ 

ae ee /////) ne | e) [' 

| 2 ]] ee 
rr. 3 Hii] 
RO So oe PRET ERIN RSME 
| : 
\ r * . Le a 
4 = : : : e “e tL ue ae yy Ce ee P . * r: re. ase SP noe J ae 7 7 4 4 . nT Ger, = et * \ a * Ea Q rey at poo "4 7 pie’ © re 3 Ea AS oy 


44 


Leffel Appoints Kight 


James Leffel & Co., Springfield, 
O., hydraulic turbines, boilers and 
stokers, has appointed Kight Ad- 
vertising Company, Columbus, O., 
to handle its advertising. Trade 
publications will be used. 


Appoints Isaacson 


Philette Fabrics Company, New 
York, has placed its advertising 
with Robert Isaacson Associates, 
New York. 


= Unsurpassed in tens cocoon 

daa Quality at any Price “ae 
ae NO NEGATIVE CHARGE-NO EXTRAS OF ANY KIND % 
E G+ EACH in 100 Lots 
5¢ EA. in 1000 Lots 


POST CARDS or 4x5” | 30°x40" 53.85 EA. | 
2¢ Ea. in 1000 Lots | 20°x30" $2.50 EA. 3 


‘We Photograph Any Product Effectively For as Low As %5. 
, _“"THE PHOTOGRAPHER'S PHOTOGRAPHER” = 
(Gn / - 165 West 46m St. 3 


Bes = opyMer New York 19, N.Y. 


Photographers BRvant9-1723 3 


"WE DELIVER WHAT WE ADVERTISE" 


500 Magazines 
Aid Bond Drive, 
NPA Announces 


Paper, Postal and 
Freight Problems 
Occupy Meeting 


Short Hills, N. J., June 26.— 
More than 500 magazines, business 
papers, and farm papers have 
agreed to support with contributed 
space a United States Savings 
Bond drive with the Advertising 
Council, Albert E. Winger, Crow- 
ell-Collier Publishing Company, 
told the National Publishers Asso- 
ciation at a one-day summer meet- 
ing here last night. 

Mr. Winger described the eco- 
nomic stabilization campaign 
which the magazine industry ran 


with the government and the coun- 
cil during the war as “the fore- 
runner of public service in adver- 
tising,”’ and claimed that maga- 
zines had done “more than any 
other medium” for this type of ad- 
vertising. Editorially, NPA mem- 
bers also will aid USO and Com- 
munity Chest drives. 

Walter D. Fuller, Curtis Pub- 
lishing Company, first vice-presi- 
dent of NPA, presided as active 
head of the association following 
the recent death of William B. 
Warner, McCall Corporation, 
president of NPA for the last 13 
years. The meeting passed a reso- 
lution praising Mr. Warner and 
his services to NPA. 


Seek Shook Successor 


Officers will be elected at the an- 
nual meeting, which probably will 
be held at the Montauk Manor Ho- 
tel, Montauk, N. Y., Sept. 9-11. A 
successor to Donald G. Shook, ex- 
ecutive vice-president, who is 
joining Look Magazines, Inc., also 
is to be named. Marvin Pierce, 
McCall Corporation, has been 


A LITTLE 


OFTEN GETS A BIG 


\ 


EXTRA EFFORT 


/ 


RESULT! 


@ Far be it from us to set up impossible aims for our- 
selves or anybody else—but here are the goals we set 
for being of top service to you. 


First, to keep you fully apprised of the competitive 
advantages, growth and effectiveness of spot broad- 
casting. Second, to furnish you with complete and 
accurate data on markets, stations and programs. 
Third, to find and keep you informed of unusual 
spot-radio opportunities of every sort. Fourth, to 
render every possible aid in making spot broadcasting 


your favorite medium. 


We keep our eyes constantly on those aims—and do 


our best! 


Franklin 6373 Plaza 5-4130 


Since May, 1932 


CKICACO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT:645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 


Cadillac 1880 Sutter 4353 ~ 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wcsc 
CINCINNATI WCKY 
COLUMBIA, S. C. Wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH KDAL 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
RALEIGH WPTF 
ROANOKE WDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE WFBL 
TULSA KTUL 
and WRIGHT-SONOVOX, Inc. 


elected a director. 

The publishers heard some good 
but more bad news about the pa- 
per supply, second class mail and 
freight rate situations. Mr. Shook 
pointed out that the White House 
this week authorized Secretary of 
Agriculture Anderson to make 
available from surplus six million 
bushels of corn for book paper 
coatings. The NPA will seek “‘clari- 
fication”’ of recent increases up to 
$40 a ton in book paper prices. 

With the recent wage increase 
granted Post Office workers by 
Congress, and continuing deficits 
in that department, it was believed 
that, after the November elections, 
the department might take steps 
to classify newspapers separately 
from magazines under second class 
mail, and probably urge higher 
postal rates generally. 


Citations Given 


Higher freight rates, being ap- 
plied for by the railroads, and 
higher truck rates, also will add to 
the publishers’ costs. 

Allen Norman, Fawcett Publica- 
tions, presented citations on behalf 
of the NPA to several leaders in 
its wartime Periodical Publishers 
National Committee for their work 
in stimulating pulpwood produc- 
tion, paper salvage and paper con- 
servation. Arch Crawford, man- 
aging director of PPNC, also was 
given a watch, and Mr. Fuller, 
chairman of this committee, a 
plaque of Vermont granite. 

Those receiving citations were: 
William B. Carr, Time; Arnold 
Friedman, Chain Store Age; 
Forbes McKay, Progressive Farm- 
er, and John C. Lynn and Lloyd 
Partain of Curtis. 


Babbitt Advances 
Gumpert to V.P. 


L. J. Gumpert, director of sales 
of B. T. Babbitt, Inc., New York 
cleanser manufacturer, for 20 
years, has been 
made vice-pres- 
ident in charge 
of sales. 

Alan Mendle- 
son, executive 
vice - president 
since 1941, has 
been elected 
president, suc- 
ceeding Leon 
Mendleson, who 
has retired be- 
cause of ill 
health but will 
continue to serve as a director. 
Samuel Mendleson, vice-president, 
has become board chairman and 


L. J. Gumpert 
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Fer You Whe Appreciate Really Fine Candy! 
AéP's Brand-New Candy Shop 


we | 
iY th i ft 


NOW IT'S CANDY—A full page in the 
Press, Pontiac, Mich., reports the latest 
major A&P merchandising move—de- 
velopment of a ‘candy shop’ to sell a 
wide variety of Holly Carter and Crest- 
mont candies, private brands made by 
A&P. 


executive vice-president, and Al- 
ton Mendleson, vice-president and 
production manager, has_ been 
elected vice-president in charge 
of all manufacturing. 


McAteer Heads AFA Unit 


Philip J. McAteer, advertising 
and sales manager of the New 
England Electrotype Company, 
Boston, has been elected governor 
of the New England district of 
the Advertising Federation of 
America. Margaret Higgins, River- 
side, R. I., was reelected secretary. 


Kraft Program Renewed 


Kraft Foods Company, Chicago, 
has renewed its Kraft Music Hall 
program for 52 weeks on the full 
NBC network, effective July 25. 
The program is aired Thursdays 
from 8 to 8:30 p.m., CDT, from 
New York. J. Walter Thompson 
Company handles the account. 


setetetereeneerree SING DATE : 


On Advertising 


EW C10 


= Final closing, noon : 
Thursday in Chicago, § 
_Cleven days preced- 
’ ing date of issue. 
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MARKETING 


| Advertising 


THE NATIONAL NEWSPAPER 


Hollywood 2151 Main 5667 


MOR 


..- and neadetd tt 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Represéntatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 
Atlanta Charlottes Dallas+ Detroite Kansas City «Los Angeles « Memphis + St. Lonis+San Francisco 
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House Group Cuts 
FTC's Proposed 


Expansion Plan 


Washington, June 26.—If FTC 
is to be a “Belle of the Capital 
Ball” (AA, June 24), it will have 
to get along without an expensive 
new wardrobe, the House ap- 
propriations committee decided to- 
day in slicing a proposed $857,000 
expansion down to $255,000. 

Although the committee termed 
the industry-wide “code” ap- 
proach toward “better business 
habits” as “laudable,” it said that 
it felt the job could be done larg- 
ely by present personnel. 

In cutting FTC’s special request, 
the committee went out of its way 
to express “a sympathetic attitude” 
toward the proposed program, and 
said that it felt the $255,000 ap- 
propriation “should enable an ef- 
fectual feel-your-way approach.” 

Rep. Everett Dirkson (R., II), 
long a member of the FTC ap- 
propriations subcommittee, said he 
was “impressed” with the program 
as it was described by Commis- 
sioner Lowell Mason. In the past, 
he said, he felt FTC operated on 
“a hit or miss basis” and failed to 
do an effective job. 


Stanco Appoints Millard 
Sales and Ad Manager 


A. J. Millard, in charge of the 

advertising and sales promotion de- 
partments of Stanco, Inc., and Dag- 
gett & Ramsdell, 
both in New 
York, has been 
jappointed to the 
newly created 
post of man- 
vager of the sales 
and advertising 
departments of 
Stanco, Inc. He 
will supervise 
the sales and 
advertising op- 
erations of Fit, A. J. Millard 
Mistol, Nujol, 
Extane and other Stanco products 
and will continue to supervise the 
advertising department of Dag- 
gett & Ramsdell beauty prepara- 
tions. 

Edwin L. Allen, who has been 
southern divisional sales manager, 
has been named assistant sales 
manager, and Paul H. Catharine 
continues as assistant advertising 
manager, 


Dewey Agency Moves 

John Peyton Dewey, Advertis- 
ing, has moved its offices to 2115 
N. St. Paul St., Dallas. 


In Dallas homeowners ‘garden the 

. year ‘round...and they follow the _ 
~ pages of Garden News in The Times . 
Herald for timely advice and au-. 

thoritative articles. Especially edit- — 

_ed for local gardening, Garden 
_” News is featured every week of the 

“year in The Times Herald. | 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER 


Represented by 


| THE BRANHAM COMPANY _ 


Murray Starts Program 


Arthur Murray, dance instruc- 
tor, has begun sponsorship of a 
new radio participation show on 
Station WBBM, Chicago CBS out- 
let, at 10:15-10:45 p.m., CDT, on 
Saturdays. “The Arthur Murray 
Show” features a dancing contest, 
with Ted Grizzard as master of 
ceremonies. 


Prints Plastics Book 


The Bakelite Corporation, a unit 
of Union Carbide & Carbon Cor- 


poration, 300 Madison Ave., New 
York, has published a 36-page 
book, “The ABC of Modern Plas- 
tics,” offering a concise description 
of plastics and their uses. Copies 
are available on request. 


Westinghouse Names 2 
Westinghouse Electric Appliance 
division, Mansfield, O., has ap- 
pointed Robert E. Dobson, re- 
leased to inactive duty after three 
years’ service with the Marines, 
as merchandise manager for 
vacuum cleaners. James E. Crum, 


formerly central district sales pro- 
motion manager, has been named 
merchandise manager of the table 
appliance department. 


Kasser Plans Compaign 
Kasser Distillers Products Cor- 
poration, Philadelphia, is planning 
an extensive campaign in news- 
papers and trade publications for 
its new products. One product to 
be introduced will be 100 proof 
bourbon liquor. Harry Feigen- 
baum Advertising Agency, Phila- 
delphia, handles the account. 
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Agency Changes Name 

The Ivan B. Romig Advertising 
Agency, Reading, Pa., has changed 
its name to Romig Advertising 
Agency, Inc. 


AND CUSHING AT 
155 £.44'* ST. NYC.I7 


0 MILLION SUNDAY 


MILLION DAILY 


The New York Daily Mirror’s million is a new mark, achieved 
in April, maintained, with a comfortable margin, throughout 
May. The Sunday Mirror’s two million is a round figure, but 
no issue since last October has fallen below the two million 
mark. The May average was more than 2,181,000. 
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Business Paper 
Survey Job Goes 


to Stewart, Brown 


New York, June 28.—The ad- 
ministrative committee in charge 
of the proposed Continuing Study 
of Business Papers, being con- 
ducted by the Advertising Re- 
search Foundation in cooperation 
with Associated Business Papers, 
has named Stewart, Brown & As- 
sociates to conduct a pilot study 
according to specifications recently 
approved by the committee. 

Four objectives have been es- 
tablished for the project: (1) to 
determine how many people read 


431 S. Dearborn St., Chicago-5, Illinois 


a typical issue of a particular busi- 

|ness paper; (2) to determine how 
| extensively business paper adver- 
tisements are read; (3) to discover 
general facts about the response 
|to advertising in business papers 
| —clipping or marking of items, fil- 
|ing of issues or items, etc.; (4) to 
|provide a basis for ultimate an- 
‘alysis of the general influence of 
such factors as position, color and 
continuity. 

J. F. Apsey Jr., advertising man- 
ager of the Black & Decker Mfg. 
Company, Towson, Md., chairman 
of the nine-man administrative 
committee, reports that the name 
of the first business paper to be 
surveyed will be withheld until 
the study is completed. 


Stillman Buys Paper 

Charles L. Stillman, on the ex- 
| ecutive staff of Time and Life, has 
| bought the Sentinel, South Nor- 
walk, Conn., newspaper, for $40,- 
000. Recently published daily and 
now closed down, the Sentinel will 
be published weekly. The pur- 
chase is “purely a personal one” 
by Mr. Stillman, it is said. 


his head off at 


“Every night Bob laughs 


Buffalo Evening News.’’* 


the comics in the 


Cleared, ‘Outlaw 


fo Get $1,000,000 
Promotion Push 


(Picture on Page 63) 


New York, June 26.—With most 
of the obstacles which blocked its 
screening for more than two years 
overcome, “The Outlaw,” Howard 
Hughes’ film introducing Jane 
Russell and Jack Beutel, is cur- 
rently running in 40 cities, backed 
with a promotional budget of more 
than $1,000,000 in newspapers, 
magazines, spot radio and outdoor. 

Magazine copy normally con- 
sists of a spread, one page of 
which is devoted to an air-brush 
drawing of Miss Russell, while the 
other describes in cartoon tech- 
nique the struggle of the studio 
to bring the picture to the pub- 
lic in unexpurgated state. Early 
insertions had a slanting corner- 
line in the copy which asked, 
“How would you like to tussle 
with Russell?,” but later inser- 
tions changed this to “Exactly as 
it was filmed! Not a scene cut!” 


Up in Air 


This week a dirigible will begin 
a tour of the Southwest and Mid- 
west, promoting “The Outlaw.” 
The budget allocates between 
$150,000 and $200,000 for this par- 
ticular phase of promotion, and 
the dirigible’s cost is supposed to 
be $4,500 a week. 

Thus promotion finally began to 
roll for a picture which has had 
a turbulent history. Originally 
scheduled for release in 1943, the 
film ran into repeated trouble be- 
cause of its incendiary content 
and because of the promotion 
which dwelt rather extensively on 
the buxom Russell chassis. Due 
to the advertising, and partially 
to the film’s content, the picture 
ran into formidable opposition 
from the “Hays office” and par- 
ents’ associations all across the 
country. But the box office sta- 
tistics were extremely heartening, 
as “The Outlaw” smashed records 
in cities in which it appeared, 
despite reviewers’ general agree- 
ment that it will never win an 
Oscar. 

The picture is released through 
United Artists Corporation, and 
the advertising is handled by 
Buchanan & Co. “The Outlaw” 
was originally handled by Russell 
Birdwell, through whose aggres- 
sive publicity Miss Russell became 
a familiar sight on the walls of 
tents and Quonset huts, but last 
week “The Outlaw” was switched 
from the Birdwell office to Carl 
Byoir & Associates, which had 
previously handled public rela- 
tions for Hughes aircraft opera- 
tions. 


Fitch Shifts Programs 


F. W. Fitch Company, Des 
Moines, maker of hair tonic and 
shampoo, last week began spon- 
soring “Rogue’s Gallery,” starring 
Dick Powell, on 147 NBC stations, 
at 3:30 p.m., PST, on Sunday. 
The program, which moved from 
Mutual, will continue 13 weeks. 
The company on Thursday began 
sponsoring “Vic and Sade” over 
the full Mutual network, 7:30-8 
p.m., CDT. The program, pre- 
viously sponsored by Procter & 
Gamble, moved from the NBC 
network. 


Kiplinger to Publish 
Business Paper in Fall 


Kiplinger Magazine—the Chang- 
ing Times, to be published by 
Kiplinger Washington Agency, 
Washington, will make its appear- 
ance some time in the fall, with 
48 pages to start. The business 
paper, with a page size of 7x10 
inches, will carry no advertising, 
getting its income from subscrip- 
tion fees of $6 a year. 


Keep 
it up... 


Don't 
let them 
down! 


USO APPEAL—This poster by Hayden 

Hayden is one of the promotion pieces 

which will work for the USO fund-rais- 

ing drive scheduled for this fall. The 

organization has set a goal of $19,000,- 

000 to carry on its work for the armed 
forces here and abroad. 


Silex Saturation 
Test Shows Poor 


Sales Without Ads 


Hartford, June 27.—The Silex 
Company, in the course of its ex- 
tensive market absorption test in 
Peoria, Ill. (AA, June 17), has 
found that “just being available 
won’t sell goods” and is notifying 
dealers this week that the com- 
pany’s ban on advertising in the 
test market has been lifted and 
that dealers may begin to adver- 
tise beginning June 30. 

The test was begun this month 
to determine the post-boom capac- 
ity of consumers to absorb mer- 
chandise by flooding the test area 
with goods and keeping dealers 
stocked “until supplies and de- 
mand have reached the saturation 
point.” The company will then, 
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according to J. M. Moore, gen- 
eral sales manager, “observe the 
normal absorption capacity in re- 
lation to the inflated sales period.” 


Displays Alone Don’t Sell 


During the first month of the 
test, only displays were used and 
the company requested its dealers 
not to advertise in any other way. 
This month has shown, according 
to Mr. Moore, that mere availabil- 
ity of goods will not sell. As a 
consequence, local dealers. will 
now be permitted to advertise as 
they wish. 

One sidelight of the test, Mr. 
Moore says, will be a comparison 
of the sales figures for June and 
July showing the pattern of sales 
without and with advertising. 

Silex’s advertising is handled by 
the Albert Woodley Company, 
New York, not Grey Advertising 
as erroneously reported in AA, 
June 17. 


Chelsea Hotel, Lannett 


Appoint Gelula Agency 


Chelsea Hotel, Atlantic City, 
has appointed the Atlantic City 
office of Abner J. Gelula & Asso- 
ciates to handle its advertising 
and public relations. 

The agency has also been ap- 
pointed to handle the account of 
Lannett Company, Philadelphia 
pharmaceutical manufacturer. The 
company is planning an expanded 
national newspaper and radio ad- 
vertising campaign to promote its 
skin cream and new sun tan lotion, 
both known as Anecal. Trade pub- 
lications will also be used, with 
car card advertising in three 
cities. 


Ullberg Transferred 

Fred Ullberg Jr. has been trans- 
ferred from Materials & Methods 
to the catalog division of Rein- 
hold Publishing Corporation, New 
York, as field representative for 
Chemical Engineering Catalog and 
Metal Industries Catalog, with 
headquarters in Philadelphia. 


The saved-up millions in 


their daily paper, now! 


Recent Sales Management figures tell the true Lawrence 


ony 1944 1945 
Total Buying Income $89,734,000 $90,480,000 
Retail Sales $50,686,000 $52,942,000 
Food Sales $14,472,000 $14,654,000 


Worsted Textile Industry will be spent on known, ad- 
vertised brands. To be sure that 95 out of 100 Lawrence 
families will know the story of your product contact 


$90,480,000 


that's the 
power of this GREAT market! 


potential purchasing 


America’s Capital of the 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 


Circulation over 35,000, 


tk EAGLE-TRIBUNE 


~ LAWRENCE, MASSACHUSETTS — 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


| 
/ 
| 
| 


Sy : ; | 
ar 
i ( sa TIGRAENN Sa a | ( ! 
on PC apRESSING ADDRESSING ose We \\ "a | 
- oe > HIMEOGRAPHING 4 a. = cee; | 
ie , Inc. | 
| p | 
. | a ee 
& 
: , r 
| @ B4d/ | 
_ 247 yi = 
N 
7 Q\ @\? 4 
ie Cy pee 
a 6 _ 
S a / | 
a a. —_ ———_—_—_—___—_——— 
c q 
LEA ‘ ; | e 
| We | rN ‘ re’s 
| ress , | (g ‘Si § R 
ee / yy (a e = Caf i : 
: <= | Ou 2 AG e | 
q () = | * 40 4807 aS Oney~ | | 
a | | & . QO) Cn = lay - SY. ; 
‘ _—_—— | <i a rene, | 
te | 48 came oe ae, is | 
: —— eee 
; * Laughs? We've 9° 9 million of “em. But you | 
_ don't find overt 760,000 Western New York | 
families reading the Buffalo Evening News just 
for fun. They want complete, ypto-tnenminu’ el a 
reporting of important \ocal and national events. 
And they get it. They want o wide yariety of 
Senet ee ol from golf lessons tO dinner 
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NY Stock Exchange 
Widens Campaign 
in Magazines 


New York, July 27.—The New 
York Stock Exchange will ex- 
pand its advertising campaign 
(AA, Dec. 3, 1945) with the addi- 
— of 11 magazines to its sched- 
ule. 

The exchange’s newspaper 
schedule, using 640 lines in 420 
papers every four or five weeks, 
will remain substantially un- 
changed. Magazines were first 
used consistently in September 
1945, while the newspaper drive 
began in July. 

Described by Emil Schram, ex- 
change president, at its inception 
as a three-year program “to re- 
shape opinions of large segments 
of our population,” the campaign 
ends its current phase on Dec. 31. 
Copy will continue to stress the 
necessity for investors to get all 
the facts before acting and to ad- 
vise caution in choosing invest- 
ments. Other copy themes for the 
remainder of the year are un- 
decided. 


New Additions 


The addition of Business Week, 
Forbes, Fortune, Nation’s Business, 
New Yorker, Time and Capper’s 
Farmer, Hoard’s Dairyman, Pro- 
gressive Farmer, Southern Agri- 
culturist, and Successful Farming 
to a list that previously included 
American, Atlantic, Collier's, 
Country Gentleman, Farm Jour- 
nal, Harper’s, Look, Newsweek, 
Pathfinder, Saturday Evening Post 
and United States News brings 
the total number of magazines 
from 11 to 22. 

Gardner Advertising Company, 
St. Louis and New York, handles 
the account. The appropriation for 
the current campaign was not re- 
vealed, but previous estimates 
placed the figure at a $1,000,000- 
a-year rate. 


AMA Elects Officers 


John M. Hancock, Lehman 
Brothers partner, has been elected 
chairman of the board of the 
American Management Associa- 
tion, New York. Alvin E. Dodd, 
president of AMA since 1936, will 
continue as chief executive. A. A. 
Stambaugh, vice-president of 
Standard Oil Company of Ohio, 
has been reelected vice-president 
in charge of the marketing divi- 
sion. Keith S. McHugh, vice- 
president of the American Tele- 
phone & Telegraph Company, has 
been appointed chairman of the 
executive committee. 


LETTER 


Success! 


Another 


REPLY'O 


GENERAL MILLS, INC. 
says: 

"One of the most effec- 
tive direct mail tech- 
niques ever designed. 
Reply-O Letters get 
quick results at low 
cost." 


What Are 
Your Needs? 


OUR ANY 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


Adclub Opens Offices 


Temporary quarters for the Ad- 
vertising Club of New York were 
established at 30 E. 37th St. 
within two days after its perma- 
nent home at 23 Park Ave. was 
damaged by fire recently (AA, 
June 17). The new location, a five- 
story club house close to the orig- 
inal club, formerly housed the 
Dartmouth Club: and MHarvard 
Law Club, and during the war 
was used by the United Seamen’s 
Service. The original club house 
will be repaired within six 
months. 


Fish Joins Sasser 


Paul R. Fish, western manager 
of Liberty for the past four years, 
has resigned to become western 
manager in Chicago of Buy-Lines, 
editorial advertising columns pro- 
duced by Phil and Nancy Sasser. 


Foundation Sends 
Plans Book 
to All Agencies 


New York, June 26.—Plans for 
mailing the Brand Names Re- 
search Foundation’s plans book, 
“Operation America,’ were com- 
pleted last week, and the book 
itself will be distributed this 
week with national distribution 
expected by the end of the month. 
The head of each advertising 
agency, as well as leading national 


‘advertisers, will get copies. 


“Operation America” is the na- 
tional version of the plans book 
for “Operation Baltimore,” the 
pilot study conducted jointly by 
BNRF and the Advertising Club 


of Baltimore. “Operation Balti- 
more” has the object of spreading 
consumer reliance on all nation- 
ally-advertised brands, and the 
plans book details specifically how 
that object may be accomplished 
(AA, May 27). 

Simultaneously, Emerson Foote, 
president of Foote, Cone & Belding, 
and a member of the board of 
directors of BNRF, issued a state- 
ment declaring that “the threat 
to our system of distribution is 
not a passing fad but a real con- 
certed effort to undermine con- 
fidence in brand-identified goods 
by elements who seek to bring 
about political control of the pro- 


duction facilities of the country,” | 


He urged wider participation in 
the foundation’s program by agen- 
cies and advertisers. 
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“Oh, darling —is WFDF Flint 


advertising nylons!” 


In any picture of your market... 
The Modern Half is the Better Half ! 


I, ROUTINE OPERATOR, Think you can 
change the ways of an o/der woman? Not 
likely! Her beauty methods, her buying 
habits, her brand preferences are set. 

Her hopes, desires, needs are diminishing. 
She_was fair game for your advertising 
years ago—but if you didn’t sell her 
then, you probably never will. 


Dell Modern Group 


2. LIVELY EXPERIMENTER. Here’s the modern . 
young lady to talk to about what’s new in. 
shampoo! She’s at the peak buying age 
(18-26). She’s open-minded about brands;» ' 


eager to find what’s best for er. Sell her 
now and you've got her for life. Sell her in 


the Dell Modern Group—and. you sell three 


million of her! 


sells the Modern Market '" 
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SHE bakes the cake 


is why, in more than 3,500,000 homes, 


To the man who mills it—or to almost any 
other man, for that matter—a bag of flour 
is simply a bag of flour. 

But to a woman, that bag of flour is 
a challenge, an invitation to one of 
her most fascinating creative efforts. A 
fundamental difference in viewpoint is 
apparent, 

This difference in the attitude of men 


and women toward so many aspects of liv- 


ing is reflected in an equally fundamental 


difference in interests and reading habits. 


McCall’s Is a Habit 
With 3,500,000 Women 


Guided by continuous in-the-home re- 
search, McCall’s editors know how to 
think as women think. That is why ideas 
move so effectively off the pages of 


McCall’s, into the minds of women. That 


women find McCall’s a regular source of 
information and inspiration, a reading 
habit that helps mightily to influence 


their planning and spending. 
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THREE MAGAZINES IN ONE 
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lhe Creative Wan Corner 


If there is any real answer to the 
perennial question of long copy versus 
short copy in advertising, it must be that 
an advertisement should contain what- 
ever amount of copy the advertiser’s story 
requires—to tell it completely, convinc- 
ingly and interestingly. 

Obviously, the nature of the product 
or service to be advertised, the general 
knowledge about it or its field, the points 
of its promise and the breadth of its ap- 
peal can make a very great difference. 
What one needs to know about a pack- 
age of chewing gum may easily be put 
into five words. What a prospective pur- 
chaser wants to know about a new auto- 
matic dish washer may just as easily run 
to a thousand. 

The problem is to make sure that in 
adequately telling the gum story the five 
words are not cut to four at the expense 
of convincing the reader, and that in 
telling the story of the dish washer there 
are not a hundred words added that are 
entirely unnecessary. 

What got us to thinking about this is 
one of the most remarkable advertise- 
ments this writer has ever seen. It is a 
newspaper advertisement for Diaperwite, 
a washing powder for diapers that: 

1. Works without boiling or scrub- 
bing. 

2. Deodorizes soiled diapers. 

3. Leaves diapers unharmed, helps 
them stay newer longer, keeps them 
soft, fluffy, white and sweet. 

4. Kills millions of harmful germs 
and thus helps avoid certain common 
skin irritations caused by irritating 
diapers or baby-clothes. 

Diaperwite’s secret formula wets each 
tiny cotton fiber—not only its surface 
but to its very core, thus reaching all 
dirt and millions of germs. 

Diaperwite’s separating action starts 
breaking the clinging contact between 
dirt and fiber, so that all dirt is 
loosened. 


You Ought toKuow . 


Back in 1909, a rookie second baseman 
failed to report to the spring training 
camp of a big league club’s Western 
League farm team. For this, the rookie 
was suspended—and so far as he knows, 
he’s still on organ- 
ized baseball’s sus- 
pended list. 

Even so, he isn’t 
worried. For today, 
that recalcitrant rookie 
—George A. Kelly—is 
executive vice - presi- 
dent of The Pullman 
Company, 85-year-old 
American institution 
whose public relations 
and advertising he has 
directed for the last 12 


George A. Kelly 


years. 

The decision which Kelly faced that 
spring was one of the hardest he ever 
has had to make. From his boyhood days 
in Ottawa, Ill., through four years at the 
University of Michigan, baseball had been 
Kelly’s first love. It was his summer- 
time “occupation,” and he had appeared 
in the line-ups of various clubs through- 
out the United States and Canada as a 
star pitcher and infielder. 

Even the pitched ball that cut him 
down in his junior year failed to knock 
the big league aspirations out of his head. 
He came back the next season to star for 
the fourth year for the Wolverine varsity. 
So, in June of 1908, the 22-year-old 
Kelly received his law degree from Mich- 
igan and a contract from the Cincinnati 
Reds. With his law degree he was ad- 
mitted to the Illinois bar, and with his 
baseball contract he reported to the old 
Western League for seasoning. 

That fall, Kelly came to Chicago, 
landed a job with the law firm of Wins- 
ton, Payne, Strawn & Shaw. And right 
about there, baseball started to lose a 
promising prospect. 

When spring training time arrived, 
Kelly had decided that he wanted to stay 


Diaperwite’s antiseptic action actually 
draws all loosened dirt and germs out 
of the diaper fabric and holds them 
suspended in an emulsified liquid solu- 
tion. So when you rinse the diapers 
out in clear water, this liquid solution 
just floats away with the rinsing-water, 


A Health Report to the Mothers of 
America’s 2,550,000 New Babies: 
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leaving every fiber of each diaper pure, 
clean, deodorized and unharmed. 

Diaperwite is sold on a money-back 
guarantee. 

And there, we think, is a story that for 
millions of women must be vitally inter- 
esting, complete and convincing. 

The remarkable thing about it is that 
all of the facts above appear in twenty- 
four lines buried beneath fourteen hun- 
dred other words and the headline “A 
Health Report to the Mothers of Amer- 
ica’s 2,550,000 New Babies.” Indeed, there 
are approximately three hundred words 
(in 6 pt. type) before the word diaper 
ever is mentioned! 
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in a business where a person’s efficiency 
increases rather than decreases with the 
passing of time, so he chose law—at a 
lower salary. 

For the next few years, Kelly was in 
the general practice of the law, but prin- 
cipally as a trial lawyer, handling all 
types of law suits in municipal, circuit, 
superior, state and federal courts. Along 
about 1917, he had his first contact with 
advertising—as counsel for an agency in 
a lawsuit. 

This case involved the question as to 
whether an agency which had created a 
campaign, prepared all the copy (each 
piece of which was approved by the 
client), and made contracts with the 
media in which it was to appear (also 
approved by the client) was entitled to 
recover compensation predicated on the 
usual commission basis for the entire 
campaign even though the advertiser had 
canceled his contract with the agency (as 
he had the right to do) immediately 
after the first advertisement had run. 

Kelly won his case. The advertiser 
carried it to the appellate court. When 
it came time to write his brief, Kelly 
could find no precedents exactly on the 
points involved. As the lawyers say, it 
was a case of “first impression,’ but 
Kelly’s point was that his client had 
“substantially performed” the contract, 
all that the law requires of any contract. 
So he put his most convincing arguments 
into the brief, and filed the original with 
the court clerk and a carbon copy with 
his client. 

A few days later, the head of the ad 
agency walked into Kelly’s office, a copy 
of the brief in his hand, and on the basis 
of that document, offered him a job in 
the advertising business as a copywriter. 
He turned it down. The appellate court 
must have liked Kelly’s brief too—it 
affirmed the lower court’s order. 

In 1920, Kelly joined The Pullman 
Company as general solicitor, the begin- 
ning of an association that now is in its 


26th year. In his legal work for the 
company, Kelly was brought into close 
contact with all phases of its activities. 
He learned its operations, helped to solve 
its problems. Since a prerequisite of a 
good public relations man is to know his 
company intimately, George Kelly was 
a “natural” for the position when, in 
1934, he was elected a vice-president, 
placed in charge of advertising and pub- 
lic relations. 

This was a new field for Kelly, and he 
moved into the assignment at a critical 
period. The passenger transportation 
business was in a state of transition. New 
and aggressive agencies of transportation 
had entered the picture, and traffic on 
the railroads was falling off. 

For several years, there had been much 
conversation among Pullman officials 
about advertising, but little else had been 
done, chiefly because no concrete program 
had been presented to them. George 
Kelly, whose only previous contact with 
advertising had been as legal counsel for 
an agency, decided to do something about 
it—and in a hurry. 

With the thoroughness that is one of 
his outstanding attributes, he started at 
the beginning. He read every book on 
the subject he could find, talked hours 
on end with successful advertisers, rep- 
resentatives of the leading agencies and 
outstanding media. He marshaled ll 
the selling points of his company, both 
from an _ institutional and competitive 
viewpoint. 

After a few months, he had organized 
all his facts and figures into a well- 
rounded program—down to the most 
minute detail. He sold that program to 
his president, the directors and to the 
organization. It has been in force ever 
since, its basic concept unchanged but 
its themes varied to meet changing con- 
ditions. 

To George Kelly, advertising and pub- 
lic relations are essential business tools, 
but also powerful social forces, a great 
deal like religion. You have to believe 
in them, have faith in them and always 
realize there is a great deal about them 
that you can’t prove. 

He has that faith. And he also has 
some definite ideas on sound public rela- 
tions planning and execution, based on 
his own successful 12-year program at 


Pullman. A colorful, convincing speaker, 
Kelly has traveled up and down the 
country preaching the gospel of good 
public relations philosophy, principles 
and procedures, which he believes essen- 
tial in maintaining our form of govern- 
ment and preserving the free enterprise 
system. 

He hesitates to estimate the number 
of platform appearances he has made in 
the last decade, before groups and or- 
ganizations of all types and classifica- 
tions, large and small. Usually his 
thought-provoking talks are carefully 
prepared in advance. But the one he re- 
members best was strictly “off the cuff.” 

It occurred a few years ago at a 
luncheon meeting of Chicago business. 
leaders to which Kelly had been invited. 
One of the speakers launched into a 
vigorous attack on advertising. At the 
finish of the speech, Kelly was on his 
feet. Without notes, he answered the 
critic with an equally vigorous defense 
of advertising. That, he says, was the 
best speech he ever made—one that still 
is recalled when he gets together with 
some of his friends. 

Kelly is convinced that a primary func- 
tion of public relations is to see that em- 
ployes know about their industry or busi- 
ness—not just how to perform their own 
daily tasks, but the meaning and im- 
portance of their work as a part of the 
company’s over-all operations. Through 
the years, he has concentrated on this 
objective. He has kept in close contact 
with the 40,000 Pullman employes scat- 
tered all over the United States, as well 
as thousands of railroad passenger traffic 
personnel, advising them of company ac- 
tivities and policies, helping them with 
their problems. 

The businesslike, realistic and prac- 
tical approach to the company’s public 
relations problems, which Kelly dem- 
onstrated, and his knowledge of all 
phases of the company’s business brought 
him further recognition when, in April 
of this year, he was elevated to executive 
vice-president. 

As a result, broad-shouldered George 
Kelly—who had to choose between base- 
ball and law 37 years ago—has added 
to his public relations duties those of 
executive officer of one of the nation’s 
major business enterprises. 


lhe Pag- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW LONG DOES IT TAKE YOU TO ANSWER INQUIRIES? 


A survey made recently by 
your “Pay-Off” editor among HOW FAST THEY ANSWER INQUIRIES 
34 advertisers as to how fast Time aie _ 
heir inquiri re- Inquiry to eply 0 
— gronsaciaslly Hee q f “ Firm Mailed Deliver Ree’d. Days 
veais several Startling facts. Hauck Mfg. Co. 3/8 2 days 3/15 5 
So that all firms would be on Brooklyn, N. Y. 
a comparable basis, all in- 7 eonea tg 3/8 I1day 3/13 4 
£ wes : ‘reeport, js 
aa ee mailed ye! March Stoody Company 3/8 4 days 3/20 8 
8, 1946. We asked the post Whittier, Cal. 
office to tell us how long it Mills Seed House 3/8 2days 3/20 10 
would take to deliver the mail Rose Hill, N. Y. 
to the various cities Rockdale Monument 3/8 1 day 3/25 16 
;  e ai Co., Joliet, Tl. 
Out of the 34 inquiries Ottawa Mfg. Co. 3/8 1 day 3/20 11 
mailed, six firms failed to send Ottawa, Kan. 
a reply. Possibly these firms Quaker Oats Co. 3/8 1 day 3/15 6 
do not answer inquiries from saad tcetanen 
large cities. We feel this is a Motor Co. 3/8 1day 3/23 14 
mistake, for if the prospect ex- Milwaukee 1, Wis. : a . 

‘ : fristie C 3/8 ay 3 5 
presses an interest in a prod- aa ol é _ / : 
uct or service, he deserves a MecMorrow, Berman 
reply, although it may not be & Davidson 3/8 2 days 3/14 4 

Washington 4, 
necessary to send the complete hed re —_— 
sales follow-up. National Radio ; 
If an advertiser spends good Waskiant a 3/8 2days 3/15 5 
P ‘ as mv, 
money to get an inquiry, he D.C. 
should answer that inquiry papery 4 anne ; - 
emy of Radio 3/8 2 days 3/22 2 
promptly to get the greatest Pushio, Cole. 
possible return for his invest- Hobart Bros. Co. 3/8 1 day 3/15 6 
ment. Inquiries that are al- Pen aad bait 
. American Scnool o 
lowed to cool off lose their Photography 3/8 1 day 3/15 6 
value. Further, if the prospect Chicago 5, Il. 
answers several advertisements 


of a similar proposition, the 

firms which get their sales literature there 
first have the best chance of landing the 
order. 

First place for quick handling of in- 
quiries goes to R. L. Beck, Sullivan, Wis., 
whose reply was received three days 
after the inquiry was mailed. The long- 
est time required to get a reply was 
from Compo-Tex, St. Louis, which took 


19 days after the inquiry was mailed. 

In the table reproduced here, we show 
the time elapsing between mailing the 
inquiry and receipt of the reply. 

Advertisers should check their own 
handling of mail by sending through an 
inquiry under another name to see how 
fast inquiries are being handled. 
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New Packaging, 
Old Shortages 
at Candy Meet 


Chicago, June 25.— Increasing 
facilities for more colorful and ef- 
ficient packaging brightened the 
sales picture for candy and con- 
fection makers at the 63rd annual 
convention of the National Con- 
fectioners Association and the 20th 
Confectionery Industries Exposi- 
tion at the Stevens Hotel this 
week. Not too hopeful was the 
outlook for sugar, chocolate, corn 
sweeteners and other necessities 
for candy manufacture. 

Need for labor-management har- 
mony was emphasized by Alfred 
Schindler, U. S. Under Secretary | 
of Commerce, who told the con-| 
vention: “The time has come} 
when both business and labor must 
realize that the best protection | 
for both of them is maximum pro- 
duction, maximum distribution 
and maximum consumption. Nei- 
ther business nor labor can prac- 
tice scarcity policies without ulti- 
mately bringing down on them 
the wrath of the public.” 


Sales Off Substantially 


Candy sales by manufacturers 
admittedly fell off during 1945 
from the previous year with 2,- 
562,000,000 pounds valued at $620,- 
000,000 compared with 1944’s 2,- 
804,000,000 pounds valued at $658,- 
000,000. Retail markup is about | 
50%. Primary cause for the drop | 
in production is believed to be the 
sugar shortage, plus the contribut- 
ing effects of other shortages and 
hindrances. Another cause was 
the sharp decrease in government 


Great circulation is |_ 
great thrift in promot- | 
ing the success of an 

advertising appropria- | 
tion. | 


No advertising econ- 
omy is comparable 
with the great econo- 
my of great numbers. 


Circulation is still the 
touchstone of results. 


Editor and Publisher 


TIMES-HERALD . 243,902 


The STAR . 207,859 
The POST . 168,345 
The NEWS . 105,231 


as of September 30, 1945 


Times Ma Feral 


WASHINGTON, D. 


National Representative 
GEO. A. McDEVITT CO. 


candy purchases following the end 
of the war. 

Candy makers currently have 
the greatest choice of packaging 
facilities they ever have had. 
Reynolds Metals, Richmond, Va., 
through its Foil division, has de- 
veloped heat sealed foil wrappers, 
foil printed in seven colors on high 
speed rotogravure presses, offer- 
ing a wide choice to confectioners. 


Packaging Aids Shown 


A large percentage of almost 100 
exhibitors at the exposition are 
showing packaging machinery, and 
materials from metal foil to plas- 
tic boxes and jars. Novelty pack- 
ages for candies include conven- 
tional types of boxes and novelty 
boxes of cane. 

Du Pont’s cellophane division 
offers complete merchandising in- 


formation based on the assumption 
that any package must be suitable 
for self-service stores. A current 
du Pont survey shows that 71% 
of all candy purchases are made 
on impulse. H. D. Chickering, du 
Pont representative, declared that 
package engineering requires that 
the package be suitable from six 
points. He listed them as: (a) 
suitable for self service; (b) con- 
venient for consumer handling; 
(c) labeled informatively; (d) 
protective for the product; (e) 
contents visible to consumer, and 
(f) designed to stimulate impulse 
purchasing. 


Appoints Isaacson 

Universal Utilities, Inc., Great 
Neck, L. I., has appointed Robert 
Isaacson Associates, New York, to 
handle its advertising. 


Yolande to Serwer 


Yolande, New York manufac- 
turer of hand made lingerie, 
blouses and babywear, has ap- 
pointed Irving Serwer Advertis- 
ing, Inc., to direct a national ad- 
vertising and promotion campaign, 
using institutional copy in fashion 
magazines and related media. The 
appointment becomes effective 
July 1. 


Orders Color Presses 


The American Weekly has con- 
tracted with R. Hoe & Co., New 
York, for $4,000,000 of new color 
printing presses. The 270 units 
ordered will form nine 24-cylinder 
presses, each capable of printing 
64 pages of which 48 may be in 
full color, and each having a 
maximum speed of printing 40,000 
copies per hour completely ready 
for distribution. 
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Angell Manages 
Air Audit Unit 


St. Louis, June 25.—Bee Angell 
& Associates, marketing research, 
has assumed management of Uni- 
versal Air Audit, a radio research 
service owned by St. Louis Uni- 
versity. 

Established in 1940 by the uni- 
versity’s department of marketing 
for the purpose of auditing radio 
programs, the service’s clients 
have consisted primarily of users 
of spot announcements. At pres- 
ent, according to Miss Angell, the 
group has facilities for covering 
and reporting 90% of U. S. sta- 
tions in cities of more than 100,- 
000; 50% in cities of 25,000 to 
100,000 and 25% in cities smaller 


Competition for Reading Time 


Emphasizes Another Iron Age 
Point of Distinction 


Every key metalworkin 


many free 


receives a number of different pub- 
lications serving the industry . . . 
. . . all costing less than 
The Iron Age. Yet The Iron Age 
provides something these executives 
cannot get elsewhere. Willingly and continually they pay © 
$8 per year to get The Iron Age in addition. In the com- 
— for their reading time The Iron Age gets first call. 
his added Iron Age point of distinction assures an extra 
dividend to its 1058 advertisers. Ask one of our representa- 
tives for the complete Iron Age story. 
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than 25,000. 

Additional auditors are being 
added with intentions of giving 
“practically complete coverage” of 
all radio stations within a few 
months. 


Checks Competitive Advertising 


In addition to auditing specific 
time periods, Universal Air Audit 
is now prepared to report on total 
radio programming and advertis- 
ing in all major cities. This will 
be the first time, it is claimed, that 
advertisers can get complete in- 
formation about all competitive 
radio advertising in major markets 
as a regular service. 

While retaining ownership of the 
auditing service, the university 
will subject all research methods 
used to examination and supervi- 
sion by its school of commerce and 


finance. Auditors employed by the 
service are, in almost all cases, 
invalided persons. 


Renews ‘Club Time’ 


Club Aluminum Products Com- 
pany, Chicago, through the Trade 
Development Corporation, Chi- 
cago, has renewed its sponsorship 
of “Club Time” over 31 stations 
of the American Broadcasting 
Company network. The program, 
previously heard on Saturdays at 
9:15 to 9:30 a.m., CDT, is aired 
effective June 24, on Mondays at 
9:45 to 10 a.m.,.CDT. 


McLain Names Harte 


John O’Hara Harte, director of 
public relations and plans of Mc- 
Lain Organization, Philadelphia, 
has been named chairman of the 
plans board. 


NIAA Endorses 


Small Trim Size 


Atlantic City, June 25.—The 
National Industrial Advertisers 
Association, at its conference here 
last week, adopted a proposal to 
return to the 8% by 11%-inch 
wartime trim size as a current 
standard for publications with the 
7 by 10-inch standard plate size 
(AA, May 27). 

Members of the _ Associated 
Business Papers, at their recent 
annual meeting, voted for the re- 
turn as a conservation measure 
and to ask the NIAA to adopt it. 
The new trim size will effect a 
paper saving of about 9% and 
permit fuller utilization of presses. 
The standard will not be com- 
pulsory. The action has been 


taken in view of prospects for a 
paper shortage lasting several 
years. 

The members voted to hold the 
1947 NIAA convention in Mil- 
waukee. 


Opens New Home Store 


Using the theme “furniture in 
action,” the new Younkers Store 
for Homes, Des Moines, opened re- 
cently with an initial showing to 
about 200 manufacturers and their 
representatives. Each furniture 
piece was displayed as part of a) 
furnished room. | 


Joins Young America 
Mary Ellen Weiss, formerly | 
with the OWI and Creative Age 
Press, has joined Young America) 
Films, New York, as director of) 
promotion. | 


C.E.D. forecasts an annual production increase of 66% 
over 1939! 


LET THE 


Live metalworking plants will benefit. 


IRON AGE HELP YOU 


100 East 42nd Street 


The producers of radios, telephones, short- 
wave broadcasting facilities, wireless equip- 
ment, television sets, radar . . . and the many 
other products of modern-day communica- 
tions . . . are another big “‘member” of the 
metalworking industry — like the producers 
of home appliances, machinery, hardware, 
automobiles, aircraft, plus a host of others to 
whom metalworking is vital. 

All of these “member” industries have a 
common tie in their interest in everything per- 
taining to metalworking — management, re- 
search, design, engineering, purchasing, pro- 
duction. The editorial and advertising breadth 


of The Iron Age gives them a common meeting 
ground. Their key men depend on it for facts, 
news of trends and developments in the metal- 
working industry. They read it... intensively 
and regularly. 

That is why manufacturers who want to 
build bigger, better business advertise in The 
Iron Age. They open up new markets and get 
a larger share of their present ones. The Iron 
Age with its editorial and advertising breadth, 
its prestige and wide readership is ready to go 
to work for you. Use its great power and wide 
influence now. 

Advertise in The Iron Age. 


REPRESENTATIVES 


H. K. HOTTENSTEIN ROBERT F. BLAIR 


C. L. HASKINS 1016 Guardian Building 
1134 Otis Building Cleveland 14 
Chicago Main 0988 
Franklin ( 0203 
Cc. H. OBER 


JOHN M. HUGGETT H. E. LEONARD 
814 Park Building 100 E. 42d Street 
Pittsburgh 22 New York 17 
Atlantic 1832 Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woodward Ave. 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 Granite 0741 


D. C. WARREN 
P. O. Box 81, Hartford 1 
Hartford 3-1641 


FRED BANNISTER 
967 Farmington Ave. 
West Hartford 7 
Hartford 32-0486 


Detroit 2 
Trinity 1-3120 


THE IRON AGE % 


METALWORKING HEADQUARTERS 


A Chilton © Publication 


New York 17, N. Y. 
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GREENVILLE, S.C. 
...A SHORT RIDE 


gor 123,000 
PEOPLE 


Greenville is the buying 
spot for over 123,000 people 
living within 10 miles of 
downtown Greenville—trad- 
ing center for a 50 mile area 
of 711,711 people—heart of 
Greenville County, the 
state’s leader in 1945 Retail 
Sales ($73,645,000°). 


TOP COVERAGE OF SOUTH 
CAROLINA’S TOP MARKET 


103% family coverage in 
Greenville County and 
South Carolina’s leading 
trading area. Total daily 
circulation 75,453. An “A” 
market—first on your South 
Carolina schedule. 


Represented Nationally By 


WARD-GRIFFITH COMPANY, INC. 
*Sales Management Estimates—1945 
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GREENVILLE 


is 100, 000+ 
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‘BH&G’ Holds Home Clinic 


Representatives of the nation’s 
leading department stores were 
guests of Better Homes & Gardens 
at the publication’s First National 
Home Planning Clinic held in Des 
Moines June 27-28. Purpose of 
the clinic was to develop home 
planning service programs and 
promotions for home planning de- 
| partments. Department store lead- 
‘ers and BH&G editors participated 
in clinic panel discussions, 


Winner of the 
ANVIL OF PUBLIC 
OPINION TROPHY 

for the 
Most Meritorious 1945 

Public Relations Program 

of American Magazines : 


) + eg Ace. 5 atmerted ty Plans State Apple Drive 
) Net Paid ABC Relations Ass'n A new Virginia State Apple 


Circulation of Commission, 


NBC Adds WINR 


_ National Broadcasting Company 
has added WINR, Binghamton, 
|N. Y., owned by Southern Tier 
'Radio Service, Inc., as a_ basic 
‘supplementary outlet. The 250- 
watt, 1490-kc station is licensed 
|to operate unlimited time. E. R. 
| Vadeboncoeur, vice-president and 
manager of WSYR, Syracuse, has 
an interest in WINR. 


Ontario Adclub Elects 


Abel Kay of the Firestone Tire | 


& Rubber 
| Ont., 


Company, Hamilton, 


has been elected chairman | 
|of the Advertising & Sales Club. : 3 
members of which|of Hamilton. Wilfrid Griffin, Rob- | begin announcing them—at the 


any Financial 
Weekly 


FINANCIAL WORLD 
86 Trinity Place,N. Y.6 


Send for the folder: 


Postwar Product 
Flood’ Planned 
by Yale & Towne — 


| Stamford, Conn., June 27.— | 
Yale & Towne Mfg. Company, now 
busy finishing reconversion of its 
|plant from war work, plans to in- | 
‘troduce more than 100 new prod- | 
ucts to postwar markets. It will | 


are to- be named by Governor|ert Duncan Company, was named |rate of two each month—by Sep- | 
'Tuck, will have charge of the ad-| vice-president. Other officers are: | tember. 
_vertising of the state’s apples and | Harold Dennison, Russell T. Kelley | 


Early postwar objectives were. 


“How Good AreYour | Will carry on an educational cam-|Ltd., secretary, and J. H. Slatter,| outlined by Mark A. Miller, as-| 


Public Relations” 


' industry. treasurer. 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 
COLOR: All you want 


... this is subway advertising! 


sn conmeneane — ee — 


CAR CARDS + STATION POSTERS 


NYSA 


NEW YORK SUBWAYS Advertising Company, Inc. 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 
410 N. Michigan Ave., Chicago 11, ill 


paign in the interests of the apple} London Life Insurance Company, | sistant general manager of the! 


‘Stamford division, who said that. 
|'Yale & Towne hopes to achieve. 
/a sales volume 50% above its pre- | 
| war business. It wants to build a 
_working force here which will ex- | 
ceed even its wartime payroll of. 
4,200. | 
Yale & Towne at present is be-| 
tween 80 and 90% reconverted, | 
with work continuing on radar re- | 
quirements and a_ considerable 
amount of government machinery 
still to be removed. Locks com- 
prised only 7% of its production 
during the war, the remainder be- 
ing strictly war material. 


To Feature Appliances 


Much stress is being placed on 
the new electric appliance division, 
to be operated in Buffalo. The di- 
vision is now setting up a sales 
organization in the Empire State 
| building, New York, with Anthony 
|Cassidy in charge as sales man- 
ager. L. E. McGivena Co., New 
York, has just been appointed to 
‘handle test advertising of the 
| forthcoming appliances (AA, June 
24). 
| Initial products in the new ap- 


pliance line are to include such | able foods, according to a survey 


|items as household irons, toasters 
-and coffee makers. The Tip-Toe 
automatic electric iron will con- 
tain a small heating unit in the 
toe as well as the heel of the 
iron. Details of the other appli- 


'ances will not be revealed until | 


they are ready for shipment to 
dealers through franchised dis- 
tributors now being selected. 

Also under way is an extensive 
plant expansion in Philadelphia, 
where a 93-acre suburban tract 
has just been acquired for the 
construction of a plant for the in- 
dustrial truck division. 

Yale & Towne intends to mer- 
chandise its postwar hardware line 
through a distinctive line of pack- 
ages designed and evolved by 
Meade Johnson, marketing man- 


/ager. The new containers illus- 
| 


SUNOCO NOW OFFERS 
ZCREAT MOTOR OS 


for different types of driving / 


= rd ene enone gms som en 


EACH IS UNEXCELLED FOR ITS PURPOSE! 


TWO AND TWO—Sun Oil Company, 

Philadelphia, introduced its Sonoco 

Mercury Made and Sunoco Dynalube 

motor oils in 200 newspapers June 10 

with this advertisement, offering “two 

great motor oils" for two kinds of driv- 
ing, normal and high speed. 


trate the packaged items, offer 
directions for use, and contain a 
sales pamphlet. The company also 
will introduce a specialized sales 
course for hardware store em- 
ployes. 

A new Yale & Towne catalog is 
being planned. Although the num- 
ber of pages will be cut by 40%, 
the number of listed items has 
been increased. The variety of 
lock designs is being reduced to 
include all the “best sellers,” 
while supplementary styles 
(changed only by a color finish or 
slight design variation) have been 
eliminated. 


Prepackaged Bulk Foods 
Preferred, Survey Shows 


About 90% of 500 housewives 
interviewed in Columbus, O., pre- 
fer prepackaging of bulk perish- 


by Ohio State University and the 
Ohio Agricultural Experiment 
Station with collaboration of the 
Great Atlantic & Pacific Tea Com- 
pany. 

Prof. Charles W. Hauck of the 
university said that sanitation was 
found a highly desirable point 
favoring prepackaging as well as 
elimination of much of the waste 
normally sustained by buying 
foods in bulk. He pointed out that 
increased costs arising from pack- 
aging would be offset by longer 
“shelf life’ of packaged perish- 
ables. 


Agency Buys Building 

Williams Advertising Company, 
St. Louis, has purchased a one- 
story tile building at 8107 Olive 
Blvd., giving the agency 6,000 
square feet of space. 
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ous 
Aamo Ane 
Armed Forces 


James E. Carlson (Army) has 
joined the sales staff of Don Har- 
way & Co., publishers’ representa- 
tive, Los Angeles and San Fran- 
cisco. 

Courtney Smith (AAF) has been 
named general manager of Pic- 
torial Studios, Detroit. 

Thomas R. Vohs (Navy) has 
joined John A. Cairns & Co., New 
York, as assistant account execu- 


tive. 
Richard M. Chenkin (Army) 


has joined Sheldon Ritter Com-| 


pany, New York advertising 
agency, as account executive. 

R. G. Debnam (Army) and Ed 
M. Clemenco (Navy) have joined 
the copy department of Brisacher, 
Van Norden & Staff, San Fran-| 


G. Rambeau Company. 

Stacy C. Mathas (AAF) has) 
joined the art staff of Fuller & | 
Smith & Ross, New York. 

Joseph F. Bell Jr. (Navy) has. 
joined J. Hayden Twiss, Adver- 


tising, New York, as associate art | 


director. 

Dick Low (Navy) has joined 
KOAD, Omaha FM station. 

Edward Loeb (Army) has re- 
joined Cue, New York, as produc- 
tion manager. 

John S. Brooks (Navy) has. 
joined Good Housekeeping as a 
member of the western sales staff, 
with headquarters in Chicago. 


Public Relations Group 


Formed in Los Angeles 


Public Relations Association of 
Southern California has been 
formed in Los Angeles, with 
Bernie Milligan of Earl Ferris As- | 
sociates as president. 

Other officers of the new organi- 
zation are: Mark Finley, Mutual- | 


NIAA Hears Plan 
for 4-Month Ad 
Repetition Study 


Atlantic City, June 25.—Plans 
‘for a four-month survey on the 
aes of repeating advertisements 
were revealed here Friday at the 
/annual conference of National In- 
| dustrial Advertisers Association. 
| J. H. Thomson, manager, ap- 
paratus and industry advertising, 
Westinghouse Electric Corpora- 
tion, Pittsburgh, and John C. 
Spurr, director of research, Mc- 
Graw-Hill Publishing Company, 
outlined the plans. The survey, to 
be conducted in September) 
through December issues of Prod-| 
uct Engineering and Steel, will 
‘include at least 12 advertisers in| 
“each publication who will repeat | 


|his own advertising agency in 


53 
papers that agree to underwrite 
a pro-rata share of the $5,000) ae Export Firm 
cost. Additional studies of the ill-Shaw Company, Chicago, 


maker of Vaculator glass coffee 
brewers, has appointed Walter 
_Reethof of Reethof - Fischmann, 
Inc. New York, to direct export 


‘activities for Vaculator products. 


effectiveness of repeated ads may | 
be made later. 


Epstein Forms Agency 
Alvin Epstein, art director and 

copy chief of the Washington Post 

for the past 11 years, has formed 


Opens New Sales Office 
Fresh’nd-Aire Company, Chi- 
cago, has opened a new sales and 
display office at Wilshire Blvd., 
near Western Ave., Los Angeles. 


Washington, with offices in the 


Atlantic building. 


FOR A TEST OF THE NEGRO MARKET 
Use The Chicago Defender. 
Lowest milline rate in the Negro field. 
Lowest cost per inquiry in the Negro field. 
The Chicago Defender is read in more than 200,000 homes each week through- 
out America - North - East - South - West. 
A. B. C. circulation in excess of 200,000. Rate only 40c per agate line. 
Your advertising to a most profitable field through the most profitable medium 
will produce the best results. 


THE CHICAGO DEFENDER 


identical ads in all or part of four 


cisco. 
issues on varying frequency pat-_| 


, Don Lee Broadcasting System, |. 
Bob Foster (Army) and Dick 


offers more for your advertising dollar than any comparable media. 
vice-president; Harriet Crouse, also 


2 SE ert 


r tive. | 
2 Form New Agency | 
0 Harold S. Guerin (OWI), Paul 
S R. Guerin (USO), and Seymour 
~ Salzman (Army) have formed the 
Guerin-Salzman Company, adver- | 
s tising agency, at 147 W. 42nd St., 
a New York. | 
Joseph J. Waldron (Navy) has | 
de joined the National Association of | 
. Transportation Advertising, yet 
if York. 
fe) Gordon L. Dreher (Army) has | 
e joined his uncle’s Savertistng 
S agency, Monroe F. Dreher, Inc., WHA ARM SELDOM 
r New York, as assistant to the pro: | 
n duction manager. 
Bae rere HOWS IN FARM PICTURE 
joined the American Association of | 
Advertising Agencies, New York, 
in charge of council, chapter and} 
membership activities. 
John —— Morris (AAF) has | 
. been named sales manager of Hel- o 
~ bros Watch Company, New York. | Answer: The radio. 
“ Arthur E. Durham (Army) has_ 
y been appointed promotion man-| 
e ager of Hillman Periodicals, New | 
it York. , | ’ : 
1e oes K. — Simon dy a You never thought of a radio as a farm implement? 
- established an advertising and_ 
gg Reve or an 96 Main | True, the radio harrows no ground, it sows no seed, it harvests 
“ Vv. flor Meg (Army) haiae | no crops. But, through farm-educational programs, it tells the 
rt joined Export Advertising Agency, farmer how best to plow. Through market data, it advises what 
as New York, as media director. 1 Th h h y 
“ David Stech (AAF) has become to plant. rough weather reports, it counsels when to reap. 
vice-president in charge of art wa : : ‘ 
m1 1 ay of ‘Guaiames pw La A rather indispensable implement, the farm radio. Besides, 
‘a tising Artists, Inc., New York. | it’s a ready and reliable source of entertainment and amuse- 
. Baker to Rambeau | ment.. after the farm work is done. 
the ‘Chicago sales sta¥ of William | At Westinghouse, we are aware of the trust that farmers 
place in us.. in programming, and in technical develop- 
. ments leading to clearer, stronger reception on the farm front. 
J9 44 4A . ° . ° , ° ° 
e- STAND ARD To justify this trust is part and parcel of Westinghouse policy. 
00 National representatives, NBC Spot Sales (except for 
MUST be good KEX). For KEX, Paul H. Raymer Co. i 


Bradley (Army) have joined the 
contact staff of Vernon-Stephens- 


Hall, Chicago artists’ representa- 


22 OUT OF 26 


of the largest Advertising Agencies 
use Standard Advertising Register 
and service* 


UCH a preponderance 

of users is indeed a 
convincing testimonial 
of the completeness, ac- 
curacy and all-around 
value of Standard. The 
new 1946 Register, prod- 
uct edition, is ready—now 
is the opportune time to 
enter your subscription. 


with Mutual, secretary, and Hicks | 
Coney of Pan American Airways, | 
treasurer. 


terns. 
Findings will be reported to ad- | 
'vertisers, agencies and business 


' 


George T. Hopewell, Representative 
10! Park Avenue, New York 17, N. Y. 
Tel. LE. 2-3783 


WRITE OUR NEAREST OFFICE 
FOR DETAILS 


*A recent compilation of Agency billings that ap- 
peared in Advertising Age showed 26 Agencies hav- 
ing billingsof $10,000,000 or more each during 1945- 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W. 42nd St. 333 N. Michigan Ave 
New York 18 Chicago 1 
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The rates for this department are as follows ‘ 


Wanted,” “Representatives Wanted,’ 
a line, minimum charge $2. 
line; 
order. Forms close Monday 
tisements take card rates. 


and ‘ ‘Representatives Available,” 
Figure bold face heads 
light bodyface 34 per line. Box numbers add two lines. Terms cash with 
noon preceding publication date. Display adver- 


“Positions | 
50 cents 
25 letters and spaces per 


“Help Wanted,” 


POSITIONS WANTED 


HELP WANTED | 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 Ss. State St. Har. 2063, Chicago 
DIRECT MAIL COPYWRITER 
With intangible selling experience; 
security sales promotion, insurance, 
correspondence courses, ete. Must 
write smooth, interesting, down-to- 
earth copy with more-than-average 
sales appeal. Splendid position 
awaits party willing to try out on 
free-lance basis. J. Chiles, 620 
Denham Bldg., Denver, Colorado. 


FRED a 3 MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave. Chicago 


Man 30-35! aggressive, sober, retail | 


grocery experience and advertising 
experience to handle promotion for 
growing chain of stores in north- 
west. Full details, photo in first 
letter. 

Box 8281, ADVERTISING AGE 

100 E. Ohio St. Chicago ii, i. 
Sell FAMOUS AMERICANS “Series 
direct to schools and libraries. Sev- 
eral areas open. O.K. to sell with 
other publications. Charles Webb 
& Co., 1308% Lyman Place, Los An- 
geles ‘27, C Calif. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


ADVERTISING SALESMAN 
WANTING 

Profitable Side-Line. If you travel 
to medium size and large cities and 
have time for one or two calls in 
each, you will be interested in sell- 
ing our proved medium. Big prof- 
its possible—commission only. Un- 
usual offer to prospects. Limited 
competition. Write for details giv- 
ing character, references and ex- 
perience. Answers held in strictest 
confidence. 

Box 8282, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED: Advertising and sales 
promotion manager for a prominent 
manufacturer of heating and refrig- 
erating equipment. Correspondence 
and interview will be held in strict 
confidence. 

Box 8283, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 


POSITIONS WANTED 


Copywriter for General 
Copy that clicks—national, trade 
paper, dir. mail. Versatile Chicago 
woman wants opportunity to use 
broad merch. knowledge creatively. 
Box 8280, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Accounts 


MOTION PICTURE 
WRITER - DIRECTOR 


Over fifty features for major 
studios. Knows Hollywood cover 
to cover. Not frightened b 
The Hucksters; has worked wit 
all of Evans’ relatives — all but 
six; also, thirty-nine months 
Army. Seeks association impor- 
tant agency or progressive 
radio station. Long experience 
theatrical and commercial mo- 
tion pictures; knows television, 
radio. Desires remain Califor- 
nia. Salary high. 


P. O. Box 1446 
Beverly Hills, Calif. 


Unusual Opportunity for 
COSMETIC 
COPY WRITER 


Must be an accomplished writer on 
cosmetics. Newspaper and direct mail. 
Dept. store experience helpful. Large 
nationally known company. Highly 
interesting variety of work. Splendid 
opportunity! 
Box 6515, Advertising Age 

100 E. Ohio St., Chicago 11, Illinois 


OFFICE WANTED 


Publishers Representative desires fur- 
nished or unfurnished office 200 to 
500 sq. ft., Midtown Manhattan pre- 
ferred. Healy, CHickering 4- 4289 
from 9-5. 


Commercial & Advertising Art—by 
free-lance artist with experience 
in finished art, of labels, boxes, ad- 
vertising and air brush. Write Box 
1511, Rochester, New York. 


Advertising-Sales Promotion Man- 
ager, considering change. Thorough 
background newspaper, radio depart. 
store. Negotiations strictly conf. 
Box 8248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED: 
BOSS’S 

MARRIAGEABLE DAUGHTER 


Ex-Naval Officer, personable, adapt- 
able, having vainly sought agency 
job through “regular” channels, de- 
sires to make marital arrangements 
with daughter of AAAA agency 
president or other adequately influ- 
ential advertising personage. 


Unusually fine opportunity to liqui- 
date the daughter problem and sim- 
ultaneously acquire a capable ex- 
ecutive for your organization. 


Personal resume on request. Abso- 
lute satisfaction guaranted, or your 
job and daughter cheerfully re- 
funded. 


Box 8286, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING MGR. OR ASST. 
Experienced copy, layout, direct 
mail, catalog, production. Ex Navy 
Lt. Married. 27 years old. Now with 
Chi. mfr. Desires spot anywhere. 
Box 8287, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NATIONAL SPACE SALESMAN 
with seven years experience and en- 
viable record handling top nat’l ac- 
counts for leading West Coast 
newspaper ready for a_e change. 
Would like to associate with pub- 
lisher’s representative or good trade 
paper. Prefer to remain on West 
Coast but will consider Mid-west 
for attractive proposition. Best of 
references. 

Box 8288, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
Seasoned—new business producer— 


knows Chicago and_ surrounding 
States, Agencies and _ Industrial 
plants. College Graduate. 


Box 8278, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


I WANT A JOB 
As Space Salesman; 27 years; Mar- 
ried; College; Veteran; Was District 
Supervisor of Circulation and Pro- 
motion for two years with second 
largest selling magazine in United 
States; also sold space for a Na- 
tional Publication; Personable; Ex- 
cellent Character References; and 
great desire to make good—but, 
need opportunity to prove ability. 
Box 8289, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MARKET RESEARCH EXECUTIVE 
SEEKS PART-TIME AFFILIATION 
Heavy experience diversified phases. 
At present in top responsibility po- 
sition. Seek change to allow time 
for own interests. 
Box 8290, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


Attention Small Ady. Agencies! 
Young contact man now doing a fine 
job for an art studio desires to 
represent a small agency. Let’s 
talk it over. 

Box 8284, ADVERTISINB AGE 
100 E. Ohio St., Chicago 11, Ill. 
Ohio and Michigan Buy Acres of 
Advertising Space. This area throbs 
with developments and now is the 
time to educate it on the merits of 
a substantial publication. If you 
need constructive and _ productive 
sales representation for this enor- 
mous advertising volume, address 
Box 8285, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLAN EOU s) 


TECHNICAL WRITING -E DITING, 
fee basis, available manufacturers, 
advertising agencies, publications. 
Booklets, catalogs, manuals, data, 
reports, school instructional mate- 
rial. Diversified technical publish- 
ing experience, former science edu- 


eator. Request circular 3. Techni- 
Science, 440 Foch, Mineola, Long 
Island. 


Agencies. Here’s an excellent op- 
portunity to acquire several top- 
flight transcribed commercial shows. 
Will produce on flat contract fee or 
consider outright sales. Auditions 
avail. 

Box 8254, ADVERTISING AGE 

100 E. Ohio St., Chicago 3 Ill. 


WHY Wait On Quality—w hen qual- 
wy and service can be had at the 
*~W. Art Service, 30 N. Dearborn, 
Chico. Phone Dearborn 0294. 
CLASSIFIED DIRECTORY 
Trade Magazines. 3343 publications 
with complete addresses, $1.00. Com- 
mercial Engraving Publ. Co., 34X 
North Ritter, Indianapolis | 1, Ind. 
PU BLISHING OPPORTUNITY 
Established publication in petro- 
leum, plastics and other fields. Na- 
tional advertisers. Growing sub- 
scription list. A real chance for 
anyone willing to invest his time 
and small amount of capital. 
Box 8279, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


The Advertising Market Place — 'Tel| and Sell’ 


U.S. Industry, 
NIAA Members Told 


Seiberling Hits 
‘From’ Freedoms; 
700 at Meeting 


Atlantic City, June 25.—Seven 
hundred of the nation’s top in- 
dustrial advertising executives, at 
the outset of the 23rd annual con- 
ference of the National Industrial 
Advertisers Association here last 
week heard three leading indus- 
trialists urge rousing support of 
“aggressive selling of free enter- 
prise” and strong action against 
false, “less work and more pay” 
philosophies. 

The “Tell and Sell America” 
theme of the conference was first 
taken up in a keynote talk by 
C. M. White, president of Republic 
Steel Corporation, Cleveland (AA, 
June 24). Mr. White told NIAA 
members they must accept greater 
responsibilities, not only to sell 
their companies, products and 
trademark assets, but to “inspire 
confidence” and “sell the Ameri- 
can system of enterprise to em- 
ployes, communities, families and 
friends.” 


Attacks ‘From’ Freedoms 


Mr. White’s sharp criticism of 
President Truman for a recent in- 
dictment of ‘bigness of business,” 
was matched by J. Penfield Seiber- 
ling, president of Seiberling Rub- 
ber Company, Akron, in an attack 
on “Humbug and Double Talk” by 
government leaders. 

Mr. Seiberling called the At- 
lantic Charter’s ‘freedom from 
fear and freedom from want” as 
“humbug and double talk at its 
best. The true idea of freedom is 
not negative or contractive, but 
rather is positive and expansive 
in character. Freedom to and 
freedom of and freedom for are 
real freedoms because they are 
positive and expansive, but free- 
dom from, properly regarded, is 
a phony freedom any way you 
look at it. 

“Even if freedom from fear and 
freedom from want were possible 
attainments,” Mr. Seiberling as- 
serted, “they are scarcely desirable 
ones, for fear ... is not the enemy 
of man but rather the friend of 
man, and human want has been 
and continues to be the single 
greatest spur that exists to the 
progress and development of man- 
kind.” 


Weatherhead Speaks 


In a third challenge for greater 
leadership from industrial admen, 
Albert J. Weatherhead, president, 
Weatherhead Company, Cleveland, 
emphasized that advertising’s 
greatest job is to fight against the 
“false philosophy and false econ- 
omy of less work and more Pay,” 
spread by labor leaders, with the 
help of government, since 1932. 

Advertising and salesmanship, 
he observed, “are the outposts— 
the scouts—the men—the leaders 
of our business forces in reaching 
a goal of $140 billions. It is their 
job to keep our factories humming 
and our workers employed.” 

Harvey Conover, president, 
Conover-Mast Corporation, New 
York, speaking Thursday after- 
noon, forecast “a great future” 
for the industrial ad manager who 
makes field surveys on which to 
base his advertising. 


Urges Field Work 


“His very title and position en- 
able him to pierce that invisible 
but always present veil that sepa- 
rates the buyer and the seller,” 
Mr. Conover asserted. “The men 


he interviews talk to him unre- 


PROMOTION WINNERS—William Traum, standing at right, promotion director 
of WROK, Rockford, Ill., and Hilda Woehrmeyer, promotion director, WOWO, 
Fort Wayne, won the first prize of $350 and second prize of $150, respectively 
in the Counterspy" promotion contest conducted by the Schutter Candy divi- 
sion of Universal Match Corp., sponsor of the show on ABC. Left to right, 
standing, are: Carl Kraatz, Schwimmer & Scott, Chicago; John Feinstein, ad 


director of Schutter; Louis Westheimer, 


Westheimer & Co., St. Louis, and Mr. 


Traum. Seated with Miss Woehrmeyer is E. R. Borroff, vice-president in charge 
of ABC's central division. 


servedly, with guard down. And 
he has a national viewpoint that 
enables him to interpret facts in 
a broad sense, without giving un- 
warranted weight to purely local 
ogytemporary conditions.” 

#Mir. Conover urged ad man- 
agers to concentrate on effective 
training aids and sales support— 
including merchandising or re- 
prints from business papers, more 
motion pictures, etc.—to meet the 
forthcoming competitive buyers’ 
market. 

Stanley Knisely, executive vice- 
president, Associated Business 
Papers, pointed to need for more 
intensified business paper adver- 
tising despite unfilled’ orders. 
Companies that stop advertising 
after building up a backlog of 
orders forget, he observed, that 
“it is the company that is over- 
sold and not the customers. If 
there ever is a time for highly 
efficient, honest and helpful ad- 
vertising, it is when your cus- 
tomers are damned mad because 
their old source of supply has left 
them high and dry with empty 
shelves and stock bins.” 


Ads Called Investment 


Adin L. Davis, advertising man- 
ager, Worthington Pump & Ma- 
chinery Corporation, Harrison, 
N. J., stressed the need for edu- 
cating top management on the 
great differences between indus- 
trial and consumer advertising. 
“Ninety-nine per cent of the cost 
of this month’s industrial adver- 
tising must be recognized as an 
investment in future sales—sales 
that will be realized only over a 
five-year period,” he said, pointing 
out that consumer sales are more 
quickly and directly traceable to 
an ad program. 

Lack of loyal cooperation of em- 
ployes is “industry’s missing in- 
gredient” and its biggest imme- 
diate problem, Chester W. Ruth, 


advertising director of Republic | 


Steel, observed at a Friday morn- 
ing session. 

The National Labor Relations 
Act, passed in 1935, was charged 
by Mr. Ruth as greatly responsible 
for the lack of cooperation from 
workers. That act, he said, had 
given rise to distrust and suspicion. 
The productivity of workers has 
gone down since 1941. He blamed 
management for this to the ex- 
tent that it has, “with pitifully 
few exceptions,’ remained silent 
while “radical labor leaders and 
political demagogs” have used 
many kinds of propaganda to fight 
industry. 


Discuss Agency Contact 


Speaking on agency-client rela- 
tionships, C. E. Gishel, director of 
product development, Walter 
Kidde & Co., Belleville, N. J., 
urged ad managers to treat agency 
men as fellow employes or part- 
ners; keep agencies fully informed 
about sales policies and have them 
aid in preparing sales plans; pro- 


vide easy access for agency men 
to company managers; be liberal 


/in money matters and “demand the 


best.” 

Agency men, for their part, he 
suggested, should make certain 
that account executives control all 
details of their accounts; should 
train “new help” adequately for 
each account, prepare material on 
time and demand the best work 
from copywriters. 

Cuyler Stevens, Newell-Emmett 
Company, New York, estimated 
that “75% of all late copy is the 
client’s own fault—usually due to 
his insistence on the preparation 
of ads on a month-to-month basis.” 
The keystone of good agency- 
client relationship, he indicated, is 
a “strong advertising manager 
who has clearly defined authority. 
. .. His approval, and his alone, 
clears all copy and layout that 
comes from the agency.” 


Analyzes Co-op Ad Policy 


Five policy planks for indus- 
trial advertisers to use in coop- 
erative advertising were voiced by 
Ralph Winslow, advertising man- 
ager, Koppers Company, Pitts- 
burgh. First, all dealers must get 
the same treatment. Second, rigid 
control must be kept regarding 
media used. Third, copy must 
be controlled, although dealers 
should have a voice in it to pro- 
vide the “smack of Main Street.” 
Fourth, the co-op program must 
be policed. Fifth, co-op advertis- 
ing must be kept in balance as 
against national advertising. 

John Wiley, chairman of Fuller 
& Smith & Ross, New York, urged 
NIAA to set up an economics com- 
mittee to aid in preventing fluctu- 


ations in industrial advertising 
when industrial sales fluctuate 
greatly. 


Plan Better Presentations 


Oakleigh R. French, agency 
head; H. von P. Thomas, merchan- 
dise manager, Bussmann Mfg. 
Company, and Anthony Neher, 
sales promotion manager, Century 
Electric Company, all of St. Louis, 
presented a plan for converting 
the NIAA publishers’ statement 
into a more complete sales presen- 
tation for publishers. 

Mr. French listed 46 items con- 
tained in the streamlined presen- 
tation form. The list included 11 
items on circulation history and 
an analysis of the publisher’s cir- 
culation policies, and other items 
on editorial, advertising and me- 
chanical matters. 

Paul Ellison, director of public 
relations, Sylvania Electric Prod- 
ucts, New York, told NIAA mem- 
bers Friday afternoon that busi- 
ness research currently is like 
radar, permitting business men to 
“sail confidently forward in spite 
of the tides and currents of com- 
petition and the fog and the dark 
nights of the world of business.” 
He said his company’s research is 


handled by professional research 
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counsel and does not include di- 
rect-mail questionnaires, sampling 
public opinion from unknown 
cross-sections, the opinions of the 
wives of company executives, or 
data collected by the sales force. 

Frank Mansfield, the company’s 
director of sales research, and 
Henry C. L. Johnson, advertising 
manager of the radio tube, elec- 
tronics and export divisions, re- 
counted how Sylvania made re- 
search results available to their 
set-making customers and to tube- 
making competitors, then pro- 
ceeded to use it fully in consumer 
and trade advertising. 

William R. Northlich, director 
of advertising, Owens - Corning 
Fiberglas Corporation, Toledo, re- 
ported on Fiberglas’ “umbrella 
promotion” on behalf of its ap- 
pliance, marine and other cus- 
tomers. The promotion consists 
largely of ads about individual 
customers. Fiberglas promotion 
for these industries has proved 
so successful, he said, that as 
many as 35 advertisers in one is- 
sue of a business paper, and six 
in one issue of The Saturday Eve- 
ning Post, have used the Fiberglas 
trade name in their own sales 
copy. 

Urges ‘Sincere Helpfulness’ 


Industrial advertisers should ap- 
ply the principles of Confucius 
and keep “sincere helpfulness” in- 
stead of profit foremost in mind, 
Schuyler Hopper, Schuyler Hop- 
per Company, New York, told the 
admen Saturday. “There is nothing 
wrong with knowing and believing 
that it’s profitable to be helpful, 
but it is a fact that if you keep 
your eye on profit to you, the 
effectiveness of the whole ap- 
proach diminishes.” He urged that 
advertisers try to be more helpful 
in their copy, rather than “brag.” 

M. R. Crossman, vice-president, 
industrial division, Cramer-Kras- 
selt Company, Milwaukee, pointed 
to the following faults in indus- 
trial advertising: First, too few 
companies give their advertising 
managers a place in management; 
second, ad managers too often fol- 
low the line of least resistance, 
and third, much industrial adver- 
tising fails to be informative and 
descriptive. 

Calling advertising and selling 
the “Siamese twins of modern dis- 
tribution,’ Mr. Crossman urged 
his listeners to “be a part of the 
sales department. Get sales ideas 
from discussion with the sales de- 
partment and get facts from the 
field. You must get into the field 
and dig. Facts are convincing and 
pay off in industrial advertising.” 


Borden Promotes Wooster 


Roy D. Wooster, with the Bor- 
den Company, New York, since 
1929, most recently as assistant 
vice-president, has been elected 
vice-president in charge of the 
ice cream division. He succeeds 
Robcliff V. Jones, whose retire- 
ment became effective June 30. 


APRA Appoints Goldberg 


Frank Goldberg, governing di- 
rector of Goldberg Advertising & 
Public Relations Ltd., has been 
appointed vice-president of Amer- 


ican Public Relations Association. 
He will be responsible for the de- | 
velopment of the recently estab- | 
lished APRA Australia-New Zea- | 
land division. 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE! 
pEH)) «ADVERTISING 


see 


Amoco Issues Booklet 


The American Oil Company, 
Baltimore, is distributing to em- 
ployes, dealers and members of 
the petroleum industry a 56-page 
illustrated book, “The Wheel 
Turns Full Circle,” which drama- 
tizes the oil industry’s contribu- 
tions to the war effort, and ex- 
plains how war-born skills and 
facilities are now producing finer 
petroleum products for today’s 
motorists. The booklet was pre- 
pared and designed by E. F. Kalk- 
hof, Amoco advertising manager, 
in association with its agency, the 
Joseph Katz Company, Baltimore 
and New York. 


Handles ‘Manila Post’ 


All-American Newspapers’ Rep- 
resentatives, New York, has been 
appointed exclusive representative 
of the Post, Manila, P. I. 


Department Store 
Sales Record Set 


Despite Troubles 


Chicago, June 25.—Strikes, ma- 
terials shortages and some with- 
holding of goods pending settle- 
ment of pricing troubles may be 
slowing down trade, but latest 
reports of department store sales 
by federal reserve banks hardly 
reflect such difficulties. 

For the week ending June 15, 
department store sales in the 
United States were 37% above 
sales in the corresponding week 
last year. They were 36% ahead 
in the four weeks ending June 15 
over the same 1945 period. 

Gains over last year ranged from 


42% for the St. Louis eighth dis- 
trict to 25% for the Richmond 
(fifth) district, with some cities 
exceeding these gains. Nashville 
registered a 54% gain; Denver 
sales were up 49%. Texas cities, 
suffering from a newsprint short- 
age curtailing retail advertising, 
showed gains of 31 to 41% over 
June, 1945, and have had gains 
of 21 to 33% for the first five 
months this year. 


Standardizes Rate Cards 


American Broadcasting Com- 
pany is issuing new standardized 
rate cards, as recommended by 
NAB’s sales managers’ committee, 
to ABC-owned and operated sta- 
tions. First of the cards went to 
KECA, Los Angeles, and KGO, 
San Francisco. Rates in effect 
since March 15 are unchanged. 
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Appoints Atom Agency 
Atom Advertising Agency, New 
York, has been appointed to 


handle the advertising of Arnold 
Bernstein Steamship Lines. 


MAIL ORDER 
ADVERTISING 


WITH “G UTS” 


From now on, 


mail order advertising and 


direct mail will have to work harder! Pretty 
pictures, smart layouts, om engravings 
alone won't sell it. It'll take headlines and 


copy with "GUTS''—ideas and careful plan- 
ning—to make 'em want what you have t6 sell 
instead of what your competitor wants to sell 
them. Get our story! Serving by mail, coast 
to coast. 


LES L. FINKLE ASSOCIATES. 


1201'/2 S. Ogden Drive, Los Angeles 35, Calif. 


“| like the Sun because of its 
complete news coverage... 


BREWERY EXECUTIVES, as well as other business leaders, must formulate the 
long-range management policies of their companies. They read The Sun because 
it helps them keep abreast of national trends and because of its fine news 
coverage of general and social interest. Their preference gives emphasis to the 
L. M. Clark organization's independent research which rates The Sun “one of 


America's best read metropolitan dailies." 


(( 


CARL W. BADENHAUSEN 
President 
P. Ballantine & Sons 


“T have been reading The Sun 

for the past thirty years. I like 

The Sun because of its complete 

news coverage and its editorials, 

In recent years I have been es- 

sy cod interested in the articles 
y George E, Sokolsky.” 


& 


"q 


EDWARD B. HITTLEMAN 


President 
Edelbrew Brewery, Inc. 


“Carlton Shively’s financial 
news, ‘Hi’ Phillips column, the 
‘Where to Dine’ section and the 
golf write-ups are my favorite 
features in The Sun. I like its 
conservative attitude in present- 
ing the news,” 


GEORGE E. RUPPERT 
President 
Jacob Ruppert Brewery 


“T have been a daily reader of 
The Sun for fifty years—I can 
remember when it was a morn- 
ing newspaper, in my boyhood. 
I like to look at the masthead, 
which has not changed in all these 
years. Your general news, finan- 
cial section and sports features 
are particularly outstanding.” 


“ 


Represented in Chicago, 
Angeles by Williams, 


Detroit, 
Lawrence & Cresmer Company; in 


San Francisco and Los 


Boston, Tilton S, Bell. 


SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


GRANTLAND RICE 


The most respected name 
among the nation's 
sports writers. His col- 
umn "Setting the Pace” 
is a shining example of 
virile, informed sports 
reporting. 


* 


GAULT MacGOWAN 


War veteran, Sun war 
correspondent, author, 
explorer, world traveller 
now reports the Euro- 
pean political and eco 
nomic scene. 


* 


VIRGINIA FORBES 


Restaurant-wise column- 
ist of "Cafe Life in New 
York,’ also directs The 
Sun's famed "Where to 
Dine Bureau." 


* 


GEORGE TREVOR 


Magazine writer, author- 
ity on intercollegiate 
football and other ama- 
teur sports, George 
Trevor is a feature that 
makes The Sun's sports 
pages outstanding. 


* 


WARD MOREHOUSE 


Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 
New York Theatre with 
"Broadway After Dark." 


THE SUN COUNTS WHERE OPINION COUNTS 
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Goldsmiths’ Starts Drive FM Televisio 

‘ mpi ira Company, Toronto, | * 10n 

as released a campaign to Cana-| ] 

dian dailies for Cellincraft jewelry, | Hub in Ft. Wayne 
through J. J. Gibbons Ltd., To- 
ronto. 


| Farnsworth television transmit- | 
|ting and receiving is being field 
tested under an experimental li- | 
/cense granted in May, to demon-| 
. \strate the feasability of practical | 
Nears Completion and economic television broadcast- | 

Ft. Wayne, Ind., June 26.—This | img in cities of middle-metropoli- | 
city may become one of the na-|‘@M size. Fort Wayne has a popu- 


oin New Center Studios tree 
J ion’s outstanding pioneer lation of 130,000. 


Don DeLaura and Cecil Potter 
have joined New Center Studios, 
Detroit commercial art organiza- 
tion. 


A GOOD BET FOR 
BIG BANKS 


(Wen an oil operator wants money for 


some major development, he wants 
millions. Few banks are equipped for 


tele- | 
vision broadcasting centers as the . ¥ 

result of a new radio center now | Hoepli Appointed 

|being completed by Farnsworth MM. Henry Hoepli, formerly a 
_ Television & Radio Corporation.| corporation executive and indus- 
Its facilities, when completely li-| trial consultant, has joined De- 
‘censed by the FCC, will offer signers for Industry, Inc., New 
‘northeastern Indiana television, | York, as _a_ director, executive 
frequency modulation and im-| Vice-president and general man- 


. : _| ager. He will also be vice-presi- 
a Pa lag modu ne of Designers for Industry, 
| ’ 


unser all originat- | Cleveland, with which the 
|/ing in downtown Fort Wayne. 


| Ine:, 
Farnsworth’s AM station, WGL, 


|New York corporation is affiliated. 


| merchandising 
'the tested book club approach is | 


Advertising Age, July 1, 1946 


It seems as though the idea of | 


records’ through | 
catching on in several places more | 
or less spontaneously. To ex- 
lieutenant Bob Sternberg’s Record | 
Album of the Month Club, New) 
York (AA, Dec. 17), which has | 
stopped advertising because its | 
membership is frozen by record | 
shortages at between 10,000 and 
15,000, has been added ex-insur- 
ance man Al Ortale’s Record-of- 
the-Month Club, Hollywood, which 
has begun an extensive test cam- 
paign (AA, June 17). 

While the two “clubs” are ex- 


lications be limited to one of three 
sizes. Recommended were 812x11- 
inch, 842x5'4-inch and 514x4-inch 
sizes. One major result, publish- 
ers are hoping, is that fewer will 
be thrown away. 
* * Bs 

Prospective home builders who 
have been dreaming of installing 
an “Ingersoll Utility Unit” (AA, 
May 27) with kitchen, bath, heat- 
ing and laundry all in a single 
package unit ready for installation 
will probably have to go on dream- 
ing for at least another six months. 

Saddled with production prob- 
lems and commitments for housing 


such operations. Those banks which 
are capable of and desirous of financ- 
ing oil developments of major propor- 
tions should be telling their sales story 
in The Orn WEEKLY. (Offices in Hous- 


i already begun originating pro- | Adopts Profit-Sharing 


grams from the new _ quarters, 
| while an application to begin com- 
/mercial FM broadcasting is sched- 
'uled to be heard June 27. If this 
license is granted, FM transmis- 


_., |e¢hanging trans-continental legal 
Johnston Export Publishing | feelers, a third entry, Record of 
| Pad Leng ge eed of/the Month Club for the Music 
merican Exporter an merican | ‘ : 
Exporter - Industrial, has adopted | Collector, New York, At ams 


Farnsworth president. | ployes. 


For more sales power... 


Stee term cone a 


22 Boat and Engine manufacterert 


advertise in OUTDOOR LIFE to 


reach its better-than-average market 


ton, New York, Cleveland, Chicago, 
=a, Los Angeles. 
= oaks “J ‘fall, according to E. A. Nicholas,/to a trust fund for benefit of em-| hopes Record of the Month for 


'and Victor—the record-of-the- 


similarity of name and product. \ 


‘that the Sternberg organization, 


/an employe’ profit-sharin lan|@ suit against Mr. 
‘sion will be in operation by early | soewiaiine yp tl nc poco A 8 /club. Record Album of the Month 


the Music Collector will concen- 
trate its legal ire on Record-of-the- 
Month-Club because of the closer 


Facts of the matter seem to be 


the first to advertise, found that 
even without initial tie-ins with 
the big three—Columbia, Decca 


month-club approach is a natural. | 
Unheralded by any advertising 
since its initial campaign, it has 
added Victor to its lists and in- 
dications are that the others will 
follow. 

In the meantime, the biggest 
newcomer to the field will be) 
Sears, Roebuck & Co., scheduled to 
get its record-of-the-month deal | 
in operation this fall with two. 
series—“concert” and “popular.” | 


Idea is to press established favor-| 


ites, rather than to guess the popu- 
larity of new numbers. 


Trade and technical publications | 


projects, Ingersoll Steel division of 
Borg-Warner, Chicago, is holding 
out no hope for private installa- 
tions before the early part of 1947. 
Hopes built on appearance of ‘‘In- 
gersoll Utility Unit’ copy in The 
Saturday Evening Post, Time and 
U. S. News can die reluctantly. 
Copy was part of Borg-Warner’s 
institutional campaign featuring 
products of each of its divisions. 

First sales copy will appear pos- 
sibly late this year in building 
trade publications with consumer 
copy and sales running a slow 
second. 

oo 

Stepped up promotional efforts 
on behalf of The Reader’s Digest 
are being cited by circulation men 


'as indications that all digest-type 
|papers are having their troubles. 


RD readers whose subs are cur- 
rently expiring are being offered 
a 256-page book, ‘Getting the 
Most Out of Life,’ free with re- 
newals, and are also being asked 
to supply up to 14 names of friends 
to whom free copies of RD will 
be sent. 


Prints Shopping Paper 
Hardy Harvey, formerly man- 
ager of KNOW, Austin, and with 


|in England will probably soon be Texas State Network and Gene 
printed in three standard sizes as | Cagle for 12 years, has formed the 


a result of complaints from the 
Royal Institute of British Archi- 


Outdoor Life 


First chotce of discriminating sportsmen 


THE MOST POWERFUL MAGAZINE ...IN A 4 BILLION DOLLAR MARKET 


| 


|that publications reaching 
|were of such a variety of sizes 


tects, The architects complained 
them 


that orderly filing was out of the 
question. 

The British Standard Commit- 
tee appointed a group to investi- 
gate standardization, came up with 
the suggestion that all such pub- 


| Austin Shopper at 101 E. 7th, 
| Austin. 


‘Guide’ to Hike Rates 


The Country Guide, Winnipeg, 
Man., effective July 1, 1947, will 
increase its rates, boosting the 
basic page rate to $1,080. The pres- 
ent page rate is $936 and, as pre- 
viously announced, a new rate of 
$1,008 will become effective Jan. 
1, 1947, to last for six months. 
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Collins 
Miller and 
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Most Weeklies Run 
Co-op Advertising 
at National Rate 


New York, June 27.—Nearly 
two-thirds, or 64.2%, of country 
weekly newspaper publishers 
charge the national rate for fac- 
tory-dealer cooperative advertis- 
ing, the American Press has found 
in a poll, results of which will 
be published in its July issue. 

Only 17.7% said without quali- 
fications that they charge the 
local rate for such advertising; 
13.4% use the local rate if the 
dealer orders and pays for it, but 
charge the national rate if the 
ad comes through an agency. An 
additional 3.7% said that they 
figure the local half at the local 
rate and the manufacturer’s half 
at the national rate. 

About one-fourth of the 64.2% 
who said they charged the na- 
tional rate for cooperative adver- 
tising have the same national and 
local rates. 


Differential Is 23% 


Among the newspapers analyzed, 
the national-local rate differential 
was found to be 23%, the Ameri- 
can Press found—‘a Cifferential 
much lower than that of daily 
newspapers.” (The American As- 
sociation of Advertising Agencies 
has found that this differential in 
morning papers is 42.2%; evening 
papers, 35.7%, and Sunday papers, 
49.6%.) 

Fifty-eight per cent of the 
weekly publishers surveyed said 
they actively solicit cooperative 
advertising, and 44% favor the 
continuation of such advertising. 
Thirty-four per cent prefer strictly 
local or national advertising, and 
22% have little preference. 


WMCA Show Marks 
6,000th Broadcast | 


A cake-cutting party at WMCA’s | 
studios in New York recently 
marked a milestone in the life of | 
one of radio’s oldest commercial 
programs. The “Three Little 
Sachs” variety show, now in its| 
24th consecutive year of airing, 
had just finished its 6,000th broad- | 
cast. | 

Back in 1922, when most radio | 
listening was done with crystal-| 
set headphones, William Stanford, 


Alert Winston-Salem | 
Acts Quickly On 
War Memorial.... 


Winston-Salem is currently waging | 
an active campaign in behalf of 
the $750,000 Coliseum as a living | 
memorial to the thousands of 
Forsyth County men who served 
their country during World War Il. 


Quick to recognize this as an 
outstanding community need. 
Winston-Salem's ACTIVE people 
have taken this project to their 
hearts. 


This is just one of the many ac- 
tivities that set Winston-Salem | 
apart as a market made up of | 
people who DO things. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. | 


National Representatives: 


KELLY-SMITH COMPANY 


owner of an experimental station 
which later became WMCA, signed 
Israel Sachs, New York depart- 
ment store owner, as his first com- 
mercial sponsor. WMCA has car- 
ried the program, still sponsored 
by Sachs Quality Stores, from one 
to six times weekly ever since. 


Form Engraving Firm 

Southern Engraving Company, 
Greensboro, N. C., has been incor- 
porated with authorized capital 
stock of $100,000 to make, prepare, 
buy and sell engraving designs. 
Incorporators are J. W. Clapp, 
O. W. Burnett and H. S. Falk, 
Greensboro. 


To Fuller & Smith & Ross 
National Pumpless Blowtorch 
Company, Cleveland, has  ap- 


pointed Fuller & Smith & Ross, 
Cleveland, as its agency. 


Ohio Retailer 
Plans Expansion; 
Uses Roto Copy 


(Picture on Page 63) 

Columbus, O., June 25.—William 
S. Moore, 4l-year old Ohioan, 
firmly implanted another striking 
milepost in his career as a re- 
tailer, when he signed a 52-week 
contract for four-color, double- 
spread copy in rotogravure in the 
Columbus Dispatch Sunday maga- 
zine, beginning July 7. 

In less than ten years, Mr. Moore 
has expanded his scope from one 
store in Newark, O., dealing in 
auto accessories and allied lines, 
to more than 60 stores in Ohio and 
Indiana, all bearing the name 


| “Moore.” 


Crediting advertising as 
one of the secrets of his success, 
he plans to have 100 units in Ohio 
and 25 in Indiana by the end of 
1946. Since 1937, new Moore 
stores have been opened each year 
except during the war period of 
1942-45. 

Moore stores use several slogans, 
including “Moore’s—The Store of 
a Thousand and One Items.” Each 
store specializes in “hard-to-get” 
items. 

The new 52-week rotogravure 
contract came largely as a result 
of tremendous reader response to 
copy in the Columbus Dispatch for 
“Rich-Coat” paint, which brought 
emergency requests from stores in 
both Ohio and Indiana. 

Mr. Moore was at one time on 
the staff of the Pittsburgh Press. 
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Starts Plant-City Drive 


Libby-Owens-Ford Glass Com- 
pany, Toledo, through Fuller & 
Smith & Ross, Cleveland, has 
launched a plant-city educational 
campaign, with quarter-page ads 
twice a month for the rest of the 
year in the two newspapers in 
each of the five plant cities. The 
ads, which carry story-type copy 
about the history, drama and risks 
of flat glass making, are presented 
over the name of the local plant 
manager. 
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AIRY FARMING is diversified farming ... a 

business which demands expert knowledge and 
long experience in the handling of crops, cows, hogs 
and hens. The successful dairy farmer not only pro- 
duces field crops, he also produces milk, pork and 
eggs. He has more sources of income than the farmer 
who specializes. As a result, he is more prosperous. 


Hoard’s Dairyman subscribers earn 879% more 
income than average farmers . . . 82% more from 
poultry... 16% more from field crops... 102% more 
from livestock sold ... and 389% more from dairy 
products. 


Even among the best farms, Hoard’s Dairyman 
subscribers are in the upper income brackets. As 
compared to nearest neighbor farmers, Hoard’s 
Dairyman subscribers earn 48% more income... 


25% more from poultry ... 29% more from field crops 
... 529% more from livestock sold ...and 94% more 
from dairy products. 


Ask your Hoard’s Dairyman representative to show 
you a U.S. Bureau of the Census study which proves 
that Hoard’s Dairyman subscribers are the cream of 
the farm market—the be$t families in the be$t farm 
communities. 


}LOARDS SIATRYMAN 


FORT ATKINSON, WISCONSIN + 250 PARK AVENUE, NEW YORK 
EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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Intensive Drive Pushes 
Diamond Household Dyes 


Boyle - Midway, subsidiary of 
American Home Products Corpo- 
ration, has launched its most in- 
tensive advertising campaign for 
Diamond household dyes. and 
tints, using 300 and 350-line news- 
paper copy in 21 markets in the 
East, South and Midwest for a 
six weeks period, to be followed 
by smaller copy and five-minute 
radio programs featuring Galen 
Drake. 

Teams of salesmen in all mar- 
kets are using a merchandising 
plan built around a streamlined 
Diamond dispenser, in contacting 
large chain and independent drug 
stores, supermarkets, department 
stores, community hardware and 
variety stores. W. Earl Bothwell 


The HOMEMAKER 
is Growing! 


The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


1745 Broadway New York 19 


Advertising Agency, 
handles the account. 


Ed Lethen Succeeds 
Hanlon at Macfadden 


Edward F. Lethen has been ap- 
pointed advertising manager of 
Macfadden Women’s Group, suc- 
ceeding Walter Hanlon, who re- 
signed this week after 11 years 
in the position. Mr. Hanlon was 
the first salesman on True Story 
Magazine, joining Macfadden 25 
years ago, while Mr. Lethen has 
been western manager of the 
Women’s Group for the past 10 
years. 

Leslie R. Gage, a member of 
the western staff since 1936, suc- 
ceeds Mr. Lethen as western man- 
ager. 


‘Voice’ Takes a Rest 


The American Dairy Associa- 
tion’s NBC program, “Voice of the 
Dairy Farmer,” will go on vaca- 
tion at the end of its current 52- 
week cycle Sunday, July 21, to 
give Commentators Clifton Utley 
and Everett Mitchell their first 
holiday on this program since the 
summer of 1943. 
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Yes, two more Firsts for BAKERS' HELPER—out of 
96 publications entered in the competition. The 


awards were made for editorial merit in the field of 
Sales Promotion and the field of Product Education. 


Such editorial excellence, plus top circulation, is strong evidence 
of the ability of BAKERS’ HELPER to carry your advertising message 
effectively to the 13,000 bakers—those who do 90% of the business in 


this 2 billion dollar industry. 
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HIGH EDITORIAL EXCELLENCE 
PRODUCES HIGH SUBSCRIP- 
TION RENEWALS .... 


For 5 consecutive BAKERS' 
HELPER circulation and renewal per- 
centage has shown a steady climb. This 
is further proof of its high editorial 
YOU to 


years 


value. Isn't it time now for 
take advantage of this? 


217 Broadway, New York 17 
427 W. Fifth Street Los Angeles 13 


105 W. ADAMS ST. 
CHICAGO 3, ILLINOIS 


Pittsburgh, | Revised Lanham 


Trademark Bill 
Passed by House 


Washington, June 26.—The 
House completed action on the 
Lanham trademark bill today after 
conferees met little difficulty com- 
promising conflicting House and 
Senate versions of the measure. 

Acting on the motion of Rep. 
Fritz Lanham (D., Tex.), who has 
sponsored the reform for more 
than eight years, the House 
adopted many of the Senate limi- 
tations when Senate conferees ex- 
pressed a willingness to modify 
some of the more controversial 
ones. 

With the House accepting the 
conference report, completion of 
congressional action on the meas- 
ure awaits only Senate ratification 
of the compromise, which is ex- 
pected as soon as major legislation 
is cleared from the calendar. 

In compromising their differ- 
ences, the conferees clarified a 
controversial provision of the bill 
depriving trademark owners of the 
“incontestability” provision if they 
use their mark as an instrument 
to violate the anti-trust laws. 
By the compromise, the registrant 
is deprived of incontestability, but 
he is not deprived of the right to 
defend his exclusive use of the 
mark on the grounds that it is his 
rightful property. 


Plan Newspaper 
Advertising Net 


in Pennsylvania 


Harrisburg, Pa., June 25.—The 
Pennsylvania Newspaper Publish- 
ers Association advertising confer- 
ence, meeting here last weekend, 
has authorized its executive com- 
mittee to study the desirability of 
establishing two regional networks, 
one for eastern and one for west- 
ern Pennsylvania. 

The proposed networks are in 
addition to those of the American 
Newspaper Advertising Network 
which is planning, in addition to 
its central network extending from 
New York to Omaha, the forma- 
tion of networks in the Rocky 
Mountain and Pacific Coast states. 

The PNPA conference also heard 
Prof. Neil H. Borden of Harvard 
stress the desirability of newspa- 
per networks and the elimination 
of faulty selling practices. Both 
Prof. Borden and Dr. Arthur L. 
Rayhawk of Pittsburgh urged 


search. 

R. D. Daley, advertising man- 
ager, Erie Daily Times, reported 
on the results of an advertising 
rate survey of daily newspapers. 
Mr. Daley told the more than 100 
advertising executives at the con- 
ference that 48 dailies either have 
increased or will increase their 
advertising rates this year. 


Ex-Lax, Two Local Ads 
Place in ARF Study 


dianapolis Star won positions 
among the ten best-read adver- 
tisements in their categories for 
all surveys to date, the Advertis- 
ing Research Foundation reports 
in Study No. 98 of its Continuing 
Study of Newspaper Reading. 

A humorous 120-line Ex-Lax ad 
on Page 8 ranked fourth among 
men (15%) and seventh among 
women (8%) to take ninth place 
in the national medical category 
for al] studies to date. In local 
advertising, the 303-line display 
of Meridian Appliances, Inc., 


men and 22% of women) took 
third place in the electric appli- 


ance category, and L. Strauss & 
| Co.’s full-page ad on Page 3 (with 
|readership score of 40% of men 
and 48% of women) took fourth 
place in the clothing stores—men’s 
wear classification. 


more and better newspaper re- 


Release of Corn 
to Aid Makers 
of Coated Paper 


Washington, June 27.—The de- 
veloping. shortage of corn starch 
for coated paper and shipping bags 
will be somewhat alleviated dur- 
ing July, industry sources be- 
lieve, by a share of a 6,000,000 
bushel allocation of corn which 
the Commodity Credit Corpora- 
tion is releasing to corn products 
manufacturers. 

The order for CCC to release 
the 6,000,000 bushels of corn it 
is holding in Chicago will be ac- 
companied by a priorities list 
which is expected to provide corn 
starch manufacturers with enough 
to keep them operating through 
most of July. The American Pulp 
and Paper Association has warned 
that corn starch supplies are near- 
ing exhaustion (AA, April 29). 

Several times during the war 
when corn shortages developed, 
producers of paper, textiles and 
pharmaceuticals received govern- 
ment assistance as essential in- 
dustries. Release of CCC’s Chi- 
cago holdings will exhaust govern- 
ment corn reserves, however. 


NY Agencies Plan 
4-Day Weekend 


“New York, June 27.—Most New 
York advertising agencies will be 
iclosed on Friday, July 5, making 
/a general four-day holiday in the 
| field here. 

| Among those who will close for 
‘the long weekend are J. Walter 
Thompson Company, Young & 
Rubicam, Batten, Barton, Durstine 
& Osborn, McCann-Erickson, and 
N. W. Ayer & Son. 

Ruthrauff & Ryan plans to keep 
on a skeleton force that day. The 
office of the American Association 
of Advertising Agencies will be 
closed. 


Kornguth Heads 
New PR Chapter 


Organization of a Chicago forge 
of American Public Relations As- 
sociation has been completed, with 
A. R. Kornguth, Bligh, Palmer & 
Co., named president. Other offi- 
cers are Malcolm Lund, United 
Wallpaper Factories, vice-presi- 
dent, and Larry Ristow, National 
Business Traffic Association, sec- 
retary. 
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Top Net Shows 
‘Capsuled’ for 
Veterans’ Series 


New York, June 26.—A series 
of 13 quarter-hour editions of top 
nighttime network shows espe- 
cially recorded for the Veterans 
Administration, with messages to 
veterans on benefits, insurance 
and other subjects substituted for 
the commercials, will be distrib- 
uted soon to radio stations 
throughout the country. 

Five hundred cuttings of the 
series have been made. Networks 
consented to use of the programs 
despite the fact that the shows 
will be aired in many cases on 
rival stations. 

Sponsors participating are 
American Tobacco, Brown & Wil- 
liamson Tobacco, Celanese, Cities 
Service, Colgate - Palmolive - Peet, 
General Foods, Liggett & Myers, 
P. Lorillard, Philco, Pet Milk, 
Charles H. Phillips and Pabst. 
The cooperating agencies: Ted 
Bates; Foote, Cone & Belding; 
Kay-Ted; Gardner; Hutchins; 
Hummert; Lennen & Mitchell; 
Newell-Emmett; Anna _ Sosenko; 
Young & Rubicam and Warwick & 
Legler. 


Shows being used are: “Hit 
Parade,” Frank Sinatra, Kate 
Smith, Danny Kaye, “Great 


Moments in Music,” “Highways in 
Melody,” Hildegarde, Kay Kyser, 
“Saturday Night Serenade,” 
“Stairway to the Stars,’ “Supper 
Club,” “Waltz Time” and Fred 
Waring. 

The package of 13 platters will 
be distributed through Veterans 
Administration radio chiefs in 
Boston, New York, Philadelphia, 
Richmond, Atlanta, Dallas, St. 
Louis, Columbus, Chicago, Min- 
neapolis, Denver, Seattle and San 
Francisco. 


Map ‘Scholastic Teacher’ 


Scholastic Magazines, New York, 
will publish the first issue of 
Scholastic Teacher, a monthly 
magazine for junior and senior 
high school teachers, in Septem- 
ber. The new publication will have 
a guaranteed circulation of 100,- 
000. 


L & M Advances Proctor 


Barron R. Proctor, for two years 
chief accountant and personnel 
manager of Lennen & Mitchell, 
New York, has been elected con- 
troller. 


| 


One national and two local ad- | 
vertisements in the March 28 In-| 


(catching the attention of 16% of) 


CBS . 


Hooper’s five-month rating 
of the “Screen Guild Players” 
gives Wichita the top spot 
with a score of 28.9 com- 
pared to the Nation’s 23.3. 
Wichita did well by Ma 
Perkins, too, with a rating 
of 12.0 compared to the 
average 7.4. 


Wichitans like to stay at 
home—and buy at home, too. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET gamma 
LL_HLAN 


. 5000 WATTS DAY AND NIGHT 
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Finch Facsimile 
Paper Goes Daily 


New York, June 26. — Capt. 
W. G. H. Finch, USNR, who put 
his new FM station, WGHF, “of- 
ficially and commercially” on the 
air here last Saturday, announced 
today that the station is beginning 
immediately daily transmission of 
“Air Press,” a facsimile newspa- 
per carrying United Press reports 
(AA, April 29). 

The letter-size, four-column pa- 
per will be transmitted twice daily, 
from 12:45 to 1 p.m. and from 
5:15 to 5:30 p.m., seven days a 
week. Up to now the paper has 
been aired irregularly. 

Capt. Finch, head of Finch Tele- 
communications, Inc., which is 
producing facsimile sending - re- 
ceiving equipment, has been op- 
erating an experimental 1-kw FM 
station, W2XBF, since 1938. A 10- 
kw transmitter is now on order 
with Western Electric, he said, and 
delivery is expected in about three 
months. 

WGHF, operating at 99.7 mega- 
cycles, has undertaken a daily 
broadcast schedule from 2 to 5 
and from 6 to 9 p.m., with em- 
phasis on “fine music.” Capt. 
Finch figures the station’s location 
atop a mid-Manhattan skyscraper 
gives it a radiation pattern cover- 
ing 8,500 square miles and “en- 
compassing an estimated 75,000 to 
100,000 FM homes.” 


Chiquita Banana’s 
Success Story Told 


The job that United Fruit Com- 
pany’s “Chiquita Banana” singing 
commercial did for banenas before 
it was put to work in behalf of the 
food conservation campaign (AA, 
May 13) is the subject of a pro- 
motion folder issued by NAB’s 
broadcast advertising department 
as the latest in its series of “Re- 
sults From Radio.” 

The jingle so successfully sold 
its message of how to handle 
bananas, the folder says, that 
United Fruit came to the conclu- 
sion that “the child or adult who 
is not familiar with our jingle and 
its message is the exception and 
not the rule.” This, NAB submits, 
“is a graphic illustration of the 
successful utilization of radio in 
an educational advertising cam- 
Ppaign.” 


Starts Recording Firm 


Sultan Recording Company, De- 
troit, has been started with Mor- 
ton Sultan as president, Sid 
Verier, vice-president and treas- 
urer, and Sam Grossbart, secre- 
tary. Merchandising and distribu- 
tion channels have been set up 
with outlets in major cities. W. B. 
Donor & Co., Detroit, handles the 
account. 


Plans Peach Campaign 


South Carolina Peach Growers’ 
Association, anticipating a bumper 
crop this season, has prepared an 
intensive marketing program 
through Paris & Peart, New York. 


St. Regis Purchases 
Florida Pulp & Paper 


St. Regis Paper Company, New 
York, has extended its vast pulp 
and paper holdings from the 
Northeast and Pacific Northwest 
into the South with the acquisi- 
tion of all the outstanding capital 
stock of the Florida Pulp & Paper 
Co., Pensacola. 

Florida Pulp & Paper owns 195,- 
000 acres of timberland and has 
an annual production of 60,000 
tons of bleached and unbleached 
paper and paper board. At the 
same time, announcement was 
made of construction of a new 
250-ton kraft paper mill by Ala- 
bama Pulp & Paper Company on 
a site adjacent to the Pensacola 
concern, and a contemplated new 
$10,000,000 multi-wall paper bag 
company, both to be integrated 
with the Florida properties. 


Okay $21,100,000 
Ad Drive to Spur 
War Surplus Sales 


(Continued from Page 1) 
$379,000 and 361 5-10 minute 
broadcasts at a cost of $180,500. 
Fuller & Smith & Ross is to con- 
tinue handling the account. 

The budget hearings, as re- 
leased by the committee, revealed 
little information about WAA’s 
advertising plans, other than the 
specific provision for radio ad- 
vertising, which was described as 
“an important medium” in the 


advertising program. 

Noting this specific plug for 
radio, Rep. Clarence Cannon 
(D., Mo.), committee chairman, 
questioned the “relatively small” 
part it plays in the total adver- 
tising budget. 

When he asked if WAA’s ex- 
perience indicated radio “is a pay- 
ing form of advertising’ and 
yields “as much as standard meth- 
ods,” Lt. Gen. E. B. Gregory, 
WAA’s chief, explained the or- 
ganization “has done very little 
radio advertising.” 

The $21,100,000 advertising pro- 
gram represents about 3.9% of 
the proposed $545,000,000 WAA 
budget. 

During the present fiscal year, 
WAA has had more than $5,000,- 
000 for advertising, but expendi- 


59 


tures in national and local media 
have totaled only $1,730,000, one 
half of one per cent of sales. 


Wilson Rejoins Paper 

William W. Wilson, recently re- 
leased from the armed forces, has 
resumed his prewar duties as ad- 
vertising manager of Index-Jour- 
nal, Greenwood, S. C. Howard 
Cooper, who has been acting ad- 
vertising manager, has been named 
promotion manager. 


Vanderbilt Names Kudner 


_ The Gloria Vanderbilt Corpora- 

tion, New York, newly organized 
manufacturer of toiletries and per- 
fumes, has appointed the Kudner 
Agency, Inc., New York. The 
company’s headquarters at 15 E. 
60th St. will be open for the trade 
this month. 
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HEADLINES 
and 
HEADLINERS 


No. 21 in a series | 


T. complete reporting and keen interpretation of 


business news published in The Wall Street Journal 


has been of great value in keeping our organization 


sal Te) 


MR. J. CARLTON WARD, 5R., President, Fairchild Engine & Airplane Corp. 


the accurate information we can get concerning this and 


allied industries is eagerly sought by our staff. We find 


that The Wall Street Journal is our choice for business 


up to date with developments in the aviation field. All | news that ‘hits home’ every time.” 
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ad is just a sample of what can be most important business news, this story appeared first in The ~~ 
done with this amazing new type- | e Street Journal. That's why this national daily is **mus: reading for busi- 
setting device-and it cuts costs, too, | ness men who need to be fully; accurately and quickly informed. And 7 
eliminating display type and hand ks ° rt ae 
lettering charges. Quick, simple, eco- : sisi 
nomical ... any office girl can be your 
compositor. 


The ONLY National Business Daily 


Published simultaneously on both coasts 


orn et one! 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 | 
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Wets Gird for 
Battle; Dry Forces 
May Unite 


(Continued from Page 1) 
vintners are relatively in the back- 
ground. Munson G. Shaw of Mun- 
son G. Shaw Company, importer 
and former head of CABI, and 
Thomas F. McCarthy, Austin Nich- 
ols & Co., former ALI head, have 
been elected, respectively, chair- 
man of the board and president of 
LBI. 

Stanley Baar is coordinator, as- 
sisted by Harold Luce and Thomas 
J. Donovan. However, Licensed 
Beverage Industries is now seek- 
ing a paid executive vice-presi- 
dent actively to direct its opera- 
tions. 

“We want a man of ability, and 
not merely a ‘name,’” a spokes- 
man of LBI told AA. “He need 
not come from an alcoholic bever- 
age industry. He must have ex- 
ecutive and public relations abil- 
ity, and he must be articulate.” 
A dozen men are now being con- 
sidered, 


County-by-County Drive 


Public opinion polls have shown 
that the nationwide range of dry 
sentiment has been from 32% at 
the time of repeal of prohibition 
to 38% in 1942 to 33% now. 
Although the 33% of the counties 
now “legally dry”— including the 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1 


three dry states of Kansas, Mis- 
sissippi and Oklahoma—embrace 
only about 25% of the nation’s 
population, the Drys are active in 
trying to win, one by one, the less 
wet of the remaining counties. 

The Drys, for example, until 
now have had the church and 
school fields pretty much to them- 
selves. They encourage their ad- 
herents to write to Congressmen. 

LBI will not take its message 
to the pulpit or the schoolroom, 
this executive said. It will not 
maintain a lobby in Washington, 
or in state capitals or county seats. 
It will concentrate its public re- 
lations efforts neither on the ac- 
tive Wets nor on the “sincere or 
professional” Drys, but on the 
great mass of middle-of-the-road- 
ers who could swing the vote 
either way. 


Educational Efforts Planned 


Legislative matters directly are 
the province of the Distilled Spirits 
Institute, and not of LBI. “En- 
forcement” is directly the problem 
of public officials. But in public 
relations, it was emphasized, the 
alcoholic beverage industries, 
through LBI, intend to be vigorous 
and effective. 

Since 1900 the Anti - Saloon 
League alone is said to have raised 
$100 million in “nickels, dimes and 
quarters” from many millions of 
people, including children, for its 
program. All dry groups together 
are now reported to be spending 
at the rate of $10 million a year. 

The LBI budget and program 
will be more modest. It will, how- 
ever, embrace educational cam- 
paigns to the trade and to the pub- 
lic—motion pictures, speakers, 
booklets, etc., and probably a 
major newspaper campaign. 


Campaign Held Up 


An “Old Judge” campaign which 
the Conference of Alcoholic Bev- 
erage Industries has conducted in 


EASY 


down. 


and cream. 


of Michigan. 
Put the 


We've never known a cow to have a nervous break- 


From our observations, all a cow does is go out in the 
field, pick her grass, chew her cud and produce milk 


Which is somewhat like the non-metropolitan market 


Michigan League of Home Dailies 


to work for you and you have easy going. 


These home-read family papers will take your adver- 
tising message into nearly 100% of the homes in their 
territories where it will be read by all members of the 
family to produce sales for your products. 


For full information on your oppor- 
tunities in the Michigan Non-Metro- 


politan market, contact 


SCHEERER & CO. 


35 E. Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 


several thousand country weeklies 
and small dailies through Walter 
M. Swertfager Company has been 
stopped temporarily, and is being 
studied by the LBI executive com- 
mittee. 

A major part of the program 
will be research. All along the 
line, LBI intends to meet every 
“lie” with “facts.” 

Public “impressions” of the 
liquor business which the organ- 
ization will attempt to clear up 
with facts include those revolving 
around shortages of supply, use of 
grain, alcoholism and excessive 
drinking, “drinking and driving” 
statistics, etc. Among other things 
it will attempt to show that in- 
creases in the per capita expendi- 
ture for liquor actually represent 
more tax dollars and fewer liquor 
dollars, and that increases in the 
auto accident rate are due to in- 
creased driving, not increased 
drinking. 

LBI will point to the fact that 
all 200,000 licensees must comply 
with liquor laws and regulations. 
Their licenses must be renewed 
yearly. Virtually all of them are. 
“Unfortunately,” says LBI, “it’s 
the exceptions which make the 
news.” 


Other Objectives 


In addition, the public relations 
program will stress the “contribu- 
tions” of these industries to farm- 
ers, workers and other businesses, 
as well as in taxes to local, state 
and national governments, 

“Looking at themselves,” and 
their industries, the leaders of 
LBI, intend to stress “unified lead- 
ership” and consistent impressions. 
They expect to “meet each erro- 
neous claim” and to tell retailers 
the facts; to help them cooperate 
with local administrators; to help 
them meet local prohibition prob- 
lems; to provide retailers equitable 
allocation of available supplies, 
and closer, on-the-ground coop- 
eration with local licensees. 

LBI will work against “unsci- 
entific and unfair taxes,’ which 
may tend, among other things, to 
encourage bootleggers. (In 10 
years the Federal excise tax on 
whisky has been raised from $1.10 
to $9 a gallon.) When taxes gen- 
erally can be reduced, liquor and 
wine taxes must be reduced with 
them. 

Particularly, in the trade, LBI 
will emphasize the individual pub- 
lic relations responsibility of every 
licensee. 


Van Diver Opens Firm 


Vernon H. Van Diver has re- 
signed from Union Carbide & 
Carbon Corporation, New York, 
to open his own offices as mer- 
chandising and advertising counsel 
at 330 W. 42nd ae 
St., New York. a 
He will also : 
head the Brad- 
Vern Com- 
pany, Garden 
Cit. tk te 
agency. 

With Union 
Carbide for 18 
years, Mr. Van 
Diver has di- 
rected the 
company’s in- 
stitutional ad- 
vertising and directed advertising 
for subsidiary companies, includ- 
ing Linde Air Products Company, 
Oxweld Acetylene Company, 
Prest-O-Lite Company, Carbide & 
Carbon Chemicals Company and 
others. He was previously in the 
sales and advertising departments 
of Ingersoll-Rand Company and 
associate editor of Compressed Air 
Magazine. 


V. H. Van Diver 


Cards to Urge Voting 


More than 800 buses and street- 
cars of the Detroit Street Rail- 
way System will carry “Vote 
Tuesday” posters for a week prior 
to the November election. The 
space, double that usually used 


! 


boosting civic projects. 
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Last Minute News Flashes 


Tests Slip-Proof Liquid for Bathtubs 

New York, June 28.—Rygene Products, Inc., recently formed by 
Henry Cassen, is using 50 to 300-line insertions in the Courant and 
Times, Hartford, in a five-week test for Sprink, new liquid for making 


bathtubs slip-proof. Agency is Harold J. Siesel Company. 


Trout Named ‘Sports Afield’ Western Manager 


Chicago, June 28.—Willard K. Trout has resigned from Curtis Pub- 
lishing Company to become western manager of Sports Afield, with 


headquarters here, effective July 1. 
and Conde Nast publications. 


He served previously with Hearst 


‘Telecity’ Planned for New York 

New York, June 28.—Preliminary plans for a $60,000,000 “Telecity” 
in New York, occupied by networks, radio and television stations, 
advertisers, agencies and motion picture firms, are being announced 


by Lawrence B. Elliman, real estate broker. 


vealed later. 


Participants will be re- 


Parfum L’Orle to Promote Deodorant 


New York, June 28.—Parfum L’Orle, Inc., through L. H. Hartman 
Company, is breaking page ads in newspapers in New York and sev- 
eral other cities introducing Parfum Cream Lodorante, an astringent 
anti-persperant “for underarms only,” being offered in seven mascu- 
line scents and six feminine scents matching the firm’s Lodorante 
body—refreshants. A magazine campaign will begin soon. 


Herschel Williams Takes CBS Post 


New York, June 28.—Herschel Williams, former vice-president of 
Ruthrauff & Ryan, and recently released from active Army duty as 
a colonel, has been named to a new CBS post of director of com- 


mercial program development. 


Besides assisting advertisers and 


agencies in programming problems, he will be in charge of sales of 
programs developed by CBS’ program department. 


J&J Promotes New Prickly Heat Powder 


New Brunswick, N. J., June 28.—Johnson & Johnson is launching 
an intensive campaign in newspapers and spot radio across the South 
from the Atlantic to Arizona for new Johnson’s prickly heat powder. 
Advertising this summer will be confined to this area. Young & Rubi- 


cam is the agency. 


RICHARD GROZIER 


Boston, Mass., June 25.—Pri- 
vate funeral services were held 
last week for Richard Grozier, edi- 
tor and publisher of the Boston 
Post, who died suddenly of a heart 
attack at the age of 59. He suc- 
ceeded to the leadership of the 
paper in 1924, following the death 
of his father, Edwin A. Grozier. 


LEROY W. HUTCHINS 


New York, June 25.—Leroy W. 
Hutchins, president of Sheldon, 
Morse, Hutchins & Easton, public 
relations firm he helped to found 
in 1931, died last Friday following 
a prolonged illness. He was 57 
years old. In addition to his pub- 
lic relations work, Mr. Hutchins 
was president of Hutchins & 
Graves, advertising agency, and 


managing director of Safety Re- 
search Institute. 


J. COARD TAYLOR 


New York, June 26.— J. Coard 
Taylor, 45, vice-president in charge 
of sales of the Ethyl Corporation, 
died here yesterday. Mr. Taylor 
joined Ethyl in 1926 as Canadian 
representative and became general 
sales manager of the New York 
office five years later. He was 
elected a vice-president in 1937. 


HUGH I. CONNET 

New York, June 27.—Hugh I. 
Connet, vice-president and art di- 
rector of the Federal Advertising 
Agency, died yesterday at his home 
here. Mr. Connet joined the 


agency as art director in Septem- 
ber, 1920. 
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by commercial advertisers, is be-| 
ing donated by the carrier system | 
as part of the firm’s policy of| 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS—CLEAR CHANNEL—CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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Form Battle Lines 


in Fight on CAB 
Air Freight Rules 


(Continued from Page 1) 
extended to Washington, San 
Francisco and Los Angeles, the 
Institute of Air Transportation ar- 
gued that proposed regulations of 
the Civil Aeronautics Board will 
mean death to an infant industry, 
and that airmail subsidies give 
scheduled airlines an unfair com- 
petitive advantage. The institute 
represents 76 “independent” freight 
and passenger carriers. 

CAB regulations already pro- 
hibit solicitation of business, ad- 
vertising of flight information and 
dissemination of data to the pub- 
lic by independents, the institute 
charged, adding that CAB like- 
wise plans to limit point-to-point 
flights to 10 a month, restrict op- 
eration to the North American 
continent, and prohibit all over- 
water international flights. 


Another Group Formed 


The regulations already in effect 
have forced operators to cancel 
advertising or limit themselves to 
innocuous institutional copy, the 
institute charges, while those 
scheduled for promulgation July 
22 will effectively prevent com- 
petition with scheduled air lines. 

Another newcomer in the fight 
this week was Independent Air- 
freight Association, representing 
freight operators exclusively, in- 
cluding National Skyway Freight 
Corporation (the Flying Tigers 
line), Slick Airways and U. S. 
Airlines. The first two have al- 
ready done considerable advertis- 
ing to promote their non-sched- 
uled freight service. 

The air freight group retained 
the Institute of Public Relations 
to handle a press conference this 
week at which it was charged that 
American Airlines’ entry into the 
field represents subsidized com- 
petition, and that American’s 
promise of 11-cents-per-ton-mile 
freight is possible only because 
the air line has a mail franchise 
which gives it a 45-cent-per-ton- 
mile subsidy. 

Air freight spokesmen charged 
that they have been able to re- 
duce their own costs from about 
80 cents a ton mile to 12% cents, 
and that lower costs are presently 
impossible. They also charged 
that scheduled air lines enjoy 
priorities on new aircraft. 


Business Mushrooms 


There are now more than i00 
freight lines operating, some on 
much the same principle as a 
tramp steamer, flying to one point 


500,000 


‘STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 Ss. WABASH AVENUE 
CHICAGO 


and laying over until enough 
freight is accumulated to justify 
a return trip. But the companies 
have developed many new ship- 
pers, for besides perishables and 
new fashions, publications have 
begun to use air freight. Air 
Cargo Transportation Corporation 
flies the New York Times and 
New York Herald Tribune to 
Washington, and Slick flies two 
planeloads of Time, 20,000 pounds, 
from New York to Texas per 
week. 

American entered the flying 
freight field by setting up a sepa- 
rate organization to handle the 
cargo business, Other major lines 
are reported by Air Transporta- 
tion to be following, including 
Braniff, United, TWA, Western 
and Continental. This week Penn- 
sylvania Central announced a new 
“short haul’ freight service, to 
start July 15. 

Despite its short life, the busi- 
ness has mushroomed. The mem- 
bers of the Independent Airfreight 
Association, for example, flew 
about 2,000,000 ton miles in May, 


operate 35 twin-engined planes, 
employ approximately 900, and 
have a total capital investment of 
around $10 million. 


CAB Explains Stand 


Meanwhile, in Washington the 
CAB said that the “non-scheduled” 
class of air operators was set up 
to relieve thousands of small firms 
of the red tape involved in apply- 
ing for regular certification, and 
that its projected rules for this 
class of operator were designed 
to make sure that non-scheduled 
operators are not developing reg- 
ularly scheduled service without 
meeting all the requirements for 
this type of operation. 

Conceived originally as a classi- 
fication for skywriters, flight in- 
structors, and charter services, the 
non-scheduled group has widened 
its activities to the point where it 
performs many of the functions of 
the regularly certified airlines, and 
CAB wants to make sure that they 
stay in their own preserves. 

No small part of CAB’s troubles 
stem from advertising and pub- 


licity which enables the non- 
scheduled operators to spread word 
that they have service available 
on a regular basis. While the 
board does not object to advertis- 
ing for flight instruction, sight- 
seeing or other services, it will 
not permit non-scheduled opera- 
tors to imply that they offer serv- 
ice between points with any de- 
gree of regularity. 

In setting up the service origi- 
nally, CAB said that no non-sched- 
uled carrier shall assert, “by ad- 
vertisement or otherwise” that “it 
will operate one or more airplanes 
between any designated points 
regularly, or with a reasonable de- 
gree of regularity, upon which air- 
planes it will accept for transpor- 
tation, for compensation or hire, 
such member of the public as may 
apply, or such express or property 
as the public may offer.” 


Plans 6-Month Drive 


Jefferson - Travis Corporation, 
New York, manufacturer of 


marine radio communications, has 


61 


planned an extensive campaign 
during the next six months in 
marine, yachting, radio business 
papers and national consumer 
magazines. The ads will feature 
the phrase “If it’s a brass panel 
it’s a Jefferson-Travis.” Koehl, 
Landis & Landan, New York, 
handles the account. 
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A survey just“completed indicates 
that 94.7% of FORTUNE subscribers regularly 
read the ads—a notable reading average among 
the greatest group of industrial shoppers in 
America for these representative headlines 
from the July issue. And this high readership 
is only part of the statistic, because 22.7% 
of FORTUNE’s Management sub- 
scribers read the advertising not 
once, but twice or more. 

w~ we 
Advertising scores most heavily where 
Industry buys most consistently — in 


FORTUNE. 
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NEW QUARTERS—New York adclub 
gets out a special bulletin to members 
reporting that temporary clubrooms at 
30 E. 37th St., will open July 8, follow- 
ing disastrous fire in sumptuous quar- 
ters at 23 Park Ave. Damage, covered 
by insurance, will be repaired, and club 
will emerge better than ever. 
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Outlaw," which now has cleared numerous censorship barriers and is playing 
nationally. The cartoon panel tells the story of the struggle to put the picture 
on the screen without conforming to censors’ requirements. (Story on Page 46.) 


NEW ANGLE—An award winner in the 
Folding Paper Box Association's annual 
display in Chicago was this parallelo- 
gram package with a corner pouring 
spout, designed by Ohio Boxboard Co. 
for Savex, product of the Climalene 
Co., Canton, O. A continued picture 
story on the front panel of a series of 
five cartons aids mass display of the 
product. 


FETE OPENING—Eureka Williams Corp. was host to eastern distributors and 

agency executives when the company opened new eastern sales headquarters in 

the Empire State building. Among those at the festivities were, left to right: 

George H. Wilkens, eastern sales manager of the Eureka division; H. W. Newell, 

executive vice-president, Geyer, Cornell & Newell; Mrs. John McQuigg; H. W. 

Burritt, president of Eureka Williams, and John McQuigg, vice-president and 
account supervisor of Geyer. 


PACKARD 


UNIQUE—Packard cites, as an unusual 
announcement ad, this color page in 
which the auto maker says no major 
changes will be made in this year's 
car until well into 1947. The copy is 
scheduled for five national magazines. 


NIGHT LIFE—These new Glo-Ball nursery night lamps, manufactured by Gib- 

son Products Co., use pastel colored fluorescent bulbs, and the idea for their 

design was suggested by Sylvania Electric Products’ development of similar 
bulbs for use on Christmas trees. 


REXALL REPLACEMENT—In Chicago for the opening of the Wayne King show, 


es: 


GOLF CELEBRATORS—The cameraman caught these informal shots at the 
annual golf outing sponsored by magazine representatives in Cincinnati June 21 
for nearly 250 advertisers and agency men. Upper left: A. V. Stegman Jr., 
Wadsworth Watch Case Co., Dayton; H. W. (Rube) Markward, Life; Art 
Thexton, Clopay Corp.; Alan Brickwood, Savage & Talley, and Bill Miller, Cap- 
per Publications, general chairman, congratulating "Rube" on his winning low 
gross score. Upper right: Roy S. Durstine, New York and Cincinnati agency 
president; Robert Whitaker, Good Housekeeping; William Savage, Savage & 
Talley, and William Ittman, Procter & Gamble Co. Lower left, the general 


committee: Walter Davidson, Outdoor Life; Harry Thomas, Southern Planter; 

Mr. Miller; Frank Chaffee, American Home, master of ceremonies at the ban- 

quet; L. A. (Burt) Weary, This Week, and Warren Reynolds, Capper Publica- 

Lower right: Playing pattycake in the kids’ pool, T. M. Warrington, 
Procter & Gamble, and Mr. Chaffee. 


tions. 


BARBERSHOP CHORD—'"Three Joes and a Jerk’ barbershop quartet enter- 

tained at the Detroit Adcraft Club's spring frolick held on June II at the 

Player's Club. Left to right: Joe Wilson, F. C. “Joe Himmelman, sales pro- 

motion manager of General Motors, who trained and named the quartet, Joe 
Mayne and Jerk Hanaford. (Photo by the Detroit Times.) 


52 SPREADS—William S. Moore (center), owner of Moore Stores, had just 
signed a contract for 52 spreads in the Columbus Dispatch magazine section 
when this picture was taken. Flanking him are Lew B. Hill, Dispatch national ad 
manager, and Gordon Kuster, editor of the Sunday section. (Story on Page 57.) 
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summer replacement for the Durante-Moore Rexall Drug Co. program on CBS, 

are, left to right: H. L. McClinton, vice-president in charge of radio, N. W. 

Ayer; Bob Cunningham, WBBM announcer; Wayne King; Tom Lane, Rexall ad 

manager; Henry Hull, Ayer radio a and Arthur White, Ayer Hollywood 
office. 


HEAD AGENCY NETWORK—This group, the steering committee appointed to supervise policy and operation of the Na- 

tional Advertising Agency Network, posed together at the agency men's |5th annual conference at Colorado Springs. 

Left to right: Harold J. Rowe, Ambro Advertising Agency, Cedar Rapids; Roland G. E. Ullman, Philadelphia; Henry J. 

Kaufman, Washington, D. C.; John Gilbert Craig, Wilmington, Del.; Oakleigh R. French, St. Louis, managing director 
of the network; Carr Liggett, Cleveland, and Wilford York of Hoffman & York, Milwaukee. 
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How you'll get your new home...and when... 
explained by the man who knows: 
Wilson W. Wyatt, America’s Housing Expediter 


we are to produce the 2,700,000 houses and apart- 
ments we need so desperately .. . measures which 
include recruiting and training additional workers, 
modernizing building codes, expanding the building 


The White Hope of Housing outlines the Government’s 
plans to move America’s house-hunters out of the parks 
and into their own Home Sweet Homes. He details 
the extraordinary méasures which must be taken if 


industry. When You Will Get Your Home will 
give you timetable facts and figures you can’t afford 
to miss. Get this authoritative information in the 
August American Magazine on sale today. 


HOMES SWEET HOMES 


While they wait for the new homes they want, many more 
than 2,500,000 men and women will read Wilson W. Wyatt’s 
article in the homes they have. And these husbands and wives 
will read it together—for home building is a two-sexed affair. 

The publication of an article of such overwhelming interest 
to so many millions of present and future home owners is 
no coincidence. It’s another example of the editorial policy 
which has built The American Magazine’s multimillion audi- 
ence: to discuss questions of paramount interest to both 
men and women alike—in articles written by the men and 
women who shape the answers. 

It’s a policy which builds readership—sweet readership— 
of the two-sexed variety ... the kind that sells goods in heart- 
warming quantities. 
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